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58% of W-I-T-H's audience have 
incomes of $5,000 or more! 




W-I-T-H's audience 

by income groups 

Just about everybody in the business knows 
that WITH has the biggest listening audience 
in Baltimore City and Baltimore County. They 
know, too, that WITH provides the lowest 
cost- per- thousand listeners of any station in 
town. 

But there's a lot of talk about the quality of 
this audience. The A. C. Nielsen Company has 
recently made a survey which shows the com- 
position of the listening audience for WITH and 
one other Baltimore station. The other station 
is a powerful network outlet. 



— in Baltimore 



TOM TINSLEV, President 




Audience of Network Station A 

by income groups 

The upper group — families with incomes of 
$5,000 a year or more — make up 58 r < of the 
total WITH audience. Only 48 <" ( of the net- 
work's audience is in this group. In the middle 
group- -incomes from 3 to 5 thousand dollars 
a year -WITH has 33 r " ( , the network 37 r ( '. 
In the lower group — under $3,000 a year — 
WITH has 9 r <\ the network 15 f f. 

So don't worry about "prestige" when you're 
buying radio time in Baltimore. WITH gives 
you all the "prestige" you need. Ask your 
Forjoe man! 
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SAC demands 
15% increase 



New spot data 
due in April 



Evening net radio 
higher than day 



K&E, McCann-E. 
spot teamwork 



Barbasol returns 
to spot radio 



Advertisers may pay as much as 15% more for film commercials, if SAG 
gets its way in upcoming contract sessions. Negotiations began in 
Los Angeles 1 February. John Wheeler is attorney representing Film 
Producers Association of New York. Dave Miller (Y&R) and Jack Devine 
(JWT) attend as observers for 4 A's. New SAG demands represent 15% 
daily pay increase for actors, 15% increase of existing reuse pay- 
ments. Union also wants to end unrestricted reuse rights advertisers 
now have if they pay maximum — $650 per actor for network commercial. 

•-SR- 

Problem of finding out what your competitor is doing in spot radio 
moves closer to solution. Target date for publication first "Spot 
Radio Register" by Jim Boerst and N. C. "Duke" Rorabaugh has been set 
for 25 April, covering activity first quarter this year. Report will 
be based on data from 200 stations in top 43 markets. Questionnaires 
to stations hit mails 15 February. Service hopes to cover 500 sta- 
tions eventually. (See "Spot radio spending: out in the open in 
'55, " 10 January. ) 

~SR- 

According to latest Nielsen nationwide net radio ratings, "evening 
once-a-month" programs still outpu ll da ytime show s — despite tv in- 
roads. Nighttime shows which rank as far down as 5th and 6th place 
on rating scale deliver as many radio homes as show which ranks first 
in daytime and there are more people per radio home at night. 
(NBC Radio has unveiled Starch study of evening radio — subtitled 
"Last night 56,250,000 listened to evening radio ..." It documents 
size and characteristics of night audience. Details on study appeared 
in SPONSOR 24 January, page 64. ) 

-SR- 

Can one agency buy time for another's accounts? K&E and McCann-Erick- 
son say "yes." When McCann-Er ickson got Mennen shave products and 
Afta-Shave on 1 January, it conferred with K&E, one of Mennen agen- 
cies. Following arrangement resulted: K&E buys radio for all Mennen 
products. McCann-Erickson buys tv for all Mennen products. Each 
agency cross-bills other for cost of time of other agency's products. 
Each agency collects commissions on its accounts only. Client likes 
it because timebuyers can get better time for total budget and longer- 
range campaigns than when products are split. 

-SR- 

Barbasol began 20-week spot radio campaign in January (through Erwin, 
Wasey) after 3 years out of medium. Campaign includes 30 announce- 
ments weekly in New York, 20 weekly in Chicago, with 5 cities to be 
added in February. Barbasol is one of many advertisers buying lon ger- 
range, h i gher-frequenc y campaigns than in last few years. (For 
other 1955 spot radio trends, see story page 38.) 
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Debate starts 
on ARF report 



WDEL-TV sold; 
Meredith gets CBS 



Probe season 
for radio-tv 



Channels 2-6 
in no danger 



RTES workshop 
on Negro radio 



NARTB boards 
O.K. am-tv 
research 



Look for more debate on ARF ratings report now that industry has had 
chance to digest voluminous charts and analysis. Daniel Denenholz, 
Katz Agency research-promotion director, started public discussion 
in talk before recent RTES buying and selling seminar. Denenholz 
felt ARF recommended too small a sample size for accuracy in measur- 
ing radio and took issue with set tuning as measure of exposure and 
household as unit of measurement. Vigorous rebuttal came from G. 
Maxwell Ule, research v. p. of K.&E. and chairman of ARF report work- 
ing committee. 

-SR- 

Big station sales and major changes in affiliation continue to make 
news. On station-sale front, WDEL-TV, Wilmington (which with pro- 
posed power increase will blanket Philadelphia) , was sold by John and 
Hale Steinman to Paul Harron — owner of WIBG-AM-FM, Philadelphia — for 
$3, 712, 500. Meanwhile, just after losing CBS TV affiliation contract 
for KPHO-TV, Phoenix, Meredith Publishing Co. won CBS TV affiliation 
for its 5 oth er stations: WOW-AM-TV, Omaha, KCMO-AM-TV, Kansas City, 
WHEN (am), Syracuse (WHEN-TV already is CBS TV affiliate). In Minne- 
apolis Harry M. Bitner and his son bought share-time Ch. 11 stations 
WTCN-TV and WMIN-TV for $3.1 million (price includes WTCN radio). 

-SR- 

Nat ion's lawmakers and courts are becoming more involved in radio 
and tv. Current legislat ive- j udicial activity includes: (1) Senate 
Commerce Committee probe of networks. (2) Senate Judiciary Committee 
investigation of "monopoly" in radio and tv. (3) On local level, 
Brooklyn Grand Jury investigation of "bait-and-switch" air adver- 
tising. Admen queried feel Senate may slow down network expansion 
of option hours which has increased problem of clearing good spot 
film time. 

-SR- 

Authoritat ive newsletter, Television Digest scotches trade reports 
that Navy is demanding television spectrum covering Channels 2-6 for 
its own use. Digest quotes government officials to effect such move 
is afoot. (Twentieth edition of semi-annual Television Factbook was 
published by Television Digest late last month, including directories 
of stations and networks with rates, personnel, facilities and lists 
of all new-station c.p. permits outstanding, applications pending.) 

-SR- 

Fact that good Negro radio programing consists of something more than 
rhythm-&-bl u es music one of major points made by Negro radio panel at 
RTES workshop meeting late last month. Other point: Stations too 
often lack full facts on their audience and their markets. (See 
SPONSOR "Negro Radio Section," 20 September 1954, page 47.) 

-SR- 

Sponsors stand to gain from action by NARTB at radio and tv board 
meetings late last month. Boards each voted for more a ir media 
f act s . Radio group suggested primer on radio as ad medium which 
will tie together all radio research. Tv board voted to further 
means of getting 3 important tv facts: How many homes have tv, what 
stations are tuned to in these homes and what public thinks about 
tv advertising. 
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GUILD SCORES AGAIN WITH FILM SYNDICATION'S 

FIRST DAYTIME SERIES 

ACROSS-THE-BOARD PROGRAMMING! 





X!m.JZiJ^f %J MlI* 

5 quarter-hours per week 




r 



TV'S BIGGEST VALUE 

YOUR LOWEST COST-PER-THOUSAND BUY I 



Daytime ratings are climbing throughout the country — yet 
time-costs are lower and time-clearance easier. Now is the 
time to stake out vour claim in the sales-productive davtime 
. . . and IT'S FUN TO REDUCE is the one show that's 
designed to bring you more viewers, more sales ... at LOWER 
cost! More than just an entertainment vehicle, IT'S FUN TO 
REDUCE is actually a keen-edged sales and merchandising 
tool that has proved its ability to bring fast results. Contact 
GUILD today and get full details! 



A PROVED WINNER! 

IT'S FUN TO REDUCE has been tested 
and proved as a "live" show in Pitts- 
burgh by one of the nation's largest 
retail chain operations! 

Successful? Beyond the sponsor's wild- 
est dreams — as a matter of fact, more 
than 350,000 women visited the sponsor's 
stores specifically to ask for a "FUN TO 
REDUCE" exercise chart . . . and the 
show has consistently outrated every other 
local daytime slwio in the Pittsburgh area! 




ADED 
SALES-PRODUCING 
MERCHANDISING GIMMICK 
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lA^ GUILD (If) FILMS 
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V \ 460 PARK AVENUE, NEW YORK 22, N. Y. • MUrray Hill 8-5365. c 
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ARTICLES 



fftV.II beans: hi on '•hy-Ul ow story of « <r <«*.*< 

Using only tv, B&M beans has just started an advertising test campaign in a 
Midwestern market. Sales resulls will be attributable to tv because no other 
medium is used. SPONSOR will report on results as they happen 

Ksso: IJJ years of radio news sponsorship 

Spot radio continues to spearhead advertising of this gas and oil company in 18 
states from Maine to Louisiana. Five-minute newscasts on 52 radio, 18 tv sta- 
tions are basic format; 403 independent dealers buy time locally 

Talent ayents: alternatives to payiny their price 

To keep down tv talent costs, admen advise: keep away from name stars, use 
low-cost panel shows, dramatic presentations with less well-known players, put 
more emphasis on good writing. 

Spot radio: oil' to last M»;> start 

Leading reps and ad agencies report a growing resurgence in spot radio interest 
among advertisers, wi*h the first few weeks of 1955 showing activity above com- 
parable period last year 

Industry reacts to I <Vs recommendations 

Opinion among broadcasters, industry groups and agency spokesmen generally 
endorses the recent 4 A's recommendations; some feel they need implementa- 
tion, ask the 4 A's to put teeth in their recommendations 

i\re tv commercials yettiny picture-lazy? 

Look-alike tv plugs weaken sales messages, says Art Bellaire. Copymen have 
become picture "copycats," must seek new visual ideas 



I ».■>."> 1CI l»OIC I <>\ TV i 1 1 >1 



$110 million film it' business: salt's and headaches 

Here are solid facts and figures on the $80 million film syndication business, 
its present status and future direction. Data covers sales trends, competition 
in field, new shows, color tv, explains why a half-hour film show costs $5,000 in 
one market and another such show costs $10 ir, another market. Study includes 
charts which throw light on whether or not film reruns lose audience (Nielsen), 
also analyze audience composition of leading film show types (ARB) 



DEPARTMENTS 



COM I NC 



Coca-Cola yoes modern 

Traditional tone has disappeared from Coke's advertising, and here's how its 
substantal air campaigns will be affected 



:sit 
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Arc tv cttmmercitils yettiny tnlcnt-lttzy? 

More observations by Art Bellaire on tv commercial triteness. Next he scores 

the ovor-use of personality salesmen, encourages originality in talent selection 2 I Vch. 



AGENCY AD LIBS 
49TH 8- MADISON 
TIMEBUYERS 
NEW & RENEW 

MR. SPONSOR, Jerome Pickman 
SPONSOR BACKSTAGE 

P. S. 

NEW TV STATIONS 
TV COMPARAGRAPH 
RADIO RESULTS 

AGENCY PROFILE, L. B. Lindquisr 

SPONSOR ASKS 

ROUND-UP 

NEWSMAKERS 

SPONSOR SPEAKS . 
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don't u PICK BLIND" 



IN SHREVEPORT 




look at KWKHs HOOPERS! 



JAN. -FEB., 1954 — SHARE OF AUDIENCE 



Latest Hooper figures are eye-openers* 
Look how we're liked by the hometown 
folks In Metropolitan Shreveport — and 
they represent just 15% of the listeners 
in our total coverage! 



TIME 


KWKH 


STATION B 


STATION C 


STATION D 


STATION E 


MON. thru FRI. 
8 00 A.M. - 12:00 Noon 


38.1 


19.5 


6.2 


16.0 


19.5 


MON. thru FRI. 
12:00 Noon • 6:00 P.M. 


44.3 


21.2 


9.2 


6.1 


19.4 


SUN. thru SAT. EVE. 
6:00 P.M. ■ 10 30 P.M. 


54.6 




11.2 


8.5 


24.0 



look at KWKHs SAMS AREA! 



S.A.M.S. shows KWKH with 22.3% more daytime listeners 
than all the other Shreveport stations combined. But cost-per- 
thousand-homes is 46.4% less than the second Shreveport 



station 



KWKH 

A Shreveport Times Station 
f TEXAS 



SHREVEPORT, LOUISIANA 



50,000 Watts * CBS Radio 



The Branham Co. 
Representatives 



Henry Clay 
General Manager 



Fred Watkins 
Commercial Manager 




LOUISIANA 



ARKANSAS 



THE BIG PLAYBACK 



m m m 



TV's most exciting all-sports show! 



Available first run — in many markets. Omaha, and real sock ratings all across the country. 



Sponsored by The Ethyl Corporation (through 
:.B.D.&0.) in 55 cities for the past two years, this 
uarter-hour TV film series is immediately available 
i all markets at a price that can't be beat. This is the 
how that cost this important advertiser less than 90^ 
er thousand viewers. 

It's the highest rated quarter-hour sports show 
i more than twenty major cities ... racking up a 
8 in Tulsa, 24 in Indianapolis, another 24 in 



■ 



*>•.-*•*-••••• - ••• . 



• Each show features celebrities such as Joe Louis, 
The Four Horsemen of Notre Dame, Eddie Arcaro, 
Jackie Robinson, Sammy Snead, Doc Blanchard, 
Florence Chadwick— and hundreds of others. 

•Jimmy Powers, famed sports writer, and Bill Stern, 
noted sports commentator, give you 52 all-request 
programs . . . the greatest moments in sports. Write, 
wire or telephone us at once for the status of THE 
BIG PLAYBACK in your area. 





Inc. 



TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y. • CIRCLE 5-5044 



The only company providing advertisers with Hollywood and New York custom 
produced national shows, syndicated programming, and commercials— all on film. 
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WENATCHEE 

A 286 million dollar market 
in the heart of Washington 
State .... surrounded by 
seven to nine thousand foot 
mountains — natural physical 
barriers to other station 
penetration. 

THE RANCH & FARM 
RADIO STATION 
KPQ Wenatchee is ABC- 
NBC radio for the NEW 
IRRIGATION FRONTIER, 
the great Columbia River 
Basin. 

CAPTIVE, BUT ACTIVE! 

KPQ's Wenatchee market is 
isolated, BUT CAPTIVE, 
AND ACTIVE. Market rec- 
ords verify that Wenatchee 
is the Apple Capital of the 
World. 

PER CAPITA INCOME 

16% above national average 

SALES PERFORMANCE 

160% above national average 

STARTING OUR 26th YEAR 





5000 ^11^ 

560 K.C. 
WENATCHEE 
WASHINGTON 



REGIONAL REPRESENTATIVES. 

Moore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES. 
Forjoe and Co. Incorporated 




by Bob Foreman 

Itleulifit'ttliou is kt'if in tv snreoss 

As any student of the drama or tyro playwright can tell 
you, a play, if it's to succeed, nni?t offer ready identification 
with its audience. You (as a viewer) have to root for some- 
one in (he performance — and. as you sit there, you actually 
become that person. This is, of course, just as elementary to 
television drama as it is to that seen on Broadway. But since 
television reaches masses of people cutting through all strata 
of income, education, background and ages, identification is 
the lending cause for the sameness in tv programing. 

In tv especially, it takes an artist, indeed, to be able to win 
an audience over when the characters he fashions and the 
stories into which be places them are off-beat: period pieces, 
foreign locales, farce, fantasy, ele. Here it requires even 
greater ingenuity to create the "quicksilver" that must flow 
betwixt players and viewers. Minus it, there is an impassable 
moat dividing tv tube from living room chair, footlights from 
theater. Even fantasy must build upon credulity and farce 
upon helievability if it is not to be considered absurd by the 
egocentries who make up an audience. For example, it takes 
as vibrant a personality as Mary Martin an entire aet of Peter 
Pan to "make you believe" — and then there's a lump in your 
throat over the impending death of an invisible sprite known 
as Tinker Bell. 

What has all this to do with tv fare? Everything. It's the 
reason for the plethora of husband and wife shows — for so 
many troublesome (but lovable, of course!) kids — for so 
many cynical next door neighbors. The audience itself is 
made up of millions of husbands and wives and just sueh 
kids. And neighbors are always a bit odd. 

It's this Identification Quotient that gives the hasie appeal 
to Lassie — identification for every member of the family 
(hence its phenomenally high viewers-per-set) . It's this same 
\.(). that gives Mama its tremendous tug (despite the fact that 
the series is a period piece replete with foreign accent). It's 
the reason Ann Sotbern is so popular: as Susie MacNamara 
she represents, in addition to the Secretarial of (be World, all 
working girl> as well. 

Perhaps it points out (he problems in Life With Father, one 
of the literary gems and theatrical successes of our genera- 
tion. Translated for tv, however, sensitively and faithfully 
(in my opinion), il still may not give sufficient identification 
( Please turn to page 92) 
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We're getting more people in growing San Diego ! 









38.1% more than in 1950! 

For a County total of 769,200! (Calif. Taxpayers 
Assoc. estimate, Jan. 1 , 1955.) 

Even in Jan. 1954, the city of San Diego alone 
had more people than Newark, Atlanta 
or Indianapolis! (Sis. Mgt. '54) 

More people, making more, spending more and 
watching Channel 8 more than ever before! 



KFMB 

W RATHER -ALVAREZ BROADCASTING, INC 




SAN DIEGO, CALIF. 



REPRESENTED BY PETRV 



America's more market 



to cover the 

NEW YORK 

Metropolitan area... 



n 



} J L n 



! i 
— ? 



o 




. . . use o??<? 0/ 
America's 2 
GREAT independents! 

WINS 

1 



1 1 1 1 1 1 1 1 1 1 1 1 rl 1 1 1 1 1 1 1 



50,000 watts 



2J+ hours a day 



SAN FRANCISCO SALES: 

Chuck Christianson 
DOuglas 2-2530 

CHICAGO SALES: 

George Clark 
RAndolph 6-0712 



in! 
MADISON 



sponsor invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



MULTI-MARKET FILM 

1 would like you to know how much 
I enjoyed reading the article entitled 
"How to use multi-market film shows'* 
in the December 27th issue of spon- 
sor. 

As is usually the case with your arti- 
cles, this one is definitely informative, 
and therefore worthwhile. However, 
my reason for writing, and what im- 
pressed me, is the completely fair man- 
ner in which you presented your facts. 

K. R. Kaufman 

{'resident, Guild Films Co., Inc. 

New York 



WRONG LETTER 

Among the highlight trends in radio 
spot sales for 1955. your comprehen- 
sive "\ car-End Report on Uadio-Tv" 
December 27 predicted "more selling 
based on specialized audiences," such 
as the music-and-news audience ". . . 
stations like WQXR, New York, 
WFLN, Philadelphia, and KLAC, Los 
Angeles, are landing national business 
based on their 'good music' research." 

Having just completed the biggest 
business year in its history with a 24- 
hour schedule devoted entirely to 
"good inu^ie'" and news. KFAC, Los 
Angeles, heartily agrees with you in 
every detail except one small but im- 
portant call letter. K/\ACs enthusias- 
tic sponsors know very well which sta- 
tion has meant "good music'' to South- 
ern California listeners for more than 
10 years, but wouldn't all timebuyers 
like to know that you meant K/"AC? 

Calvin J. Smith 

General Manager 

KFAC. "The Music Station" 

Los Angeles 



RADIO VITAL 

sponsor's readers can get some per- 
spective on changes in radio through 
an incident at CFCF. A man who was 
heard over CFCF 33 >ears ago, said 
recently on our Good Neighbor Club, 
{/'lease turn to page 14) 



to cover the 

SAN FRANCISCO 

Bay area... 
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. . . use one of 
America's 2 
GREAT independents! 

KYA 

The Personality Station 
. . . 1260 k. c. 



NEW YORK SALES: 

John Barry 
HRyant 9-6000 

CHICAGO SALES: 

George Clark 
RAndolph 6-0712 
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MEMO 



TO ADVERTISING EXECUTIVES 



SUBJECT: TV SPOTS 



Eleven of America's most successful agencies are 
using Caravel to produce quality TV spot com- 
mercials. Reasons for their choice, they tell us, 
are: follow- through service; on-time deliveries; 
and personal responsibility of the specialists 
in Caravel's TV Department. 

The roster of products for which Caravel has 
recently produced TV commercials includes: 



Borden 

Bufferin 

Buick 

Bunhill 

Fab 

Geritol 



Gillette 
Goodrich 
Ivory 
Jell-0 

Johnson & Johnson 
Kelvinator 



Mistol-Mist 

Nabisco 

Nash 

Packard 

Socony-Vacuum 

U. S. Treasury Bonds 



♦With our clients' permission, we are glad to show 
our TV work to executives of interested agencies. 

Write or telephone today for our new bulletin 
on TV spots, "For Advertising Agency Executives." 



CARAVEL FILMS, INC 

730 Fifth Ave., New York 19, N. Y. 
Telephone: Circle 7-6110 
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Authenticity 



1A 



Intrigue 





ales V l0J 



Buster Crab 




I 

I 

i 

/ 

I 

I 



/ 
I 



CHO '« MARKETS 



ST '" AVAIUBII 



all tel^ 



in 



all ad-»«r 



By Allah! This program has everything! 

The French Foreign Legion ! The intriguing and 
mysterious desert. Native peoples and animals 
and customs. Unprecedented government coop- 
eration for highest authenticity. 

Add a name star like Buster Crabbe . . » and his 
son "Cuffy", iji a role children of all ages will 
envy . . . and scripts that weave them all into top 
TV viewing — and you get a glimmer of the tre- 
mendous appeal of this program. 



N LEGION 



Cullen "Cuffy" Crabbe 



Included in the package is a built-in merchandis- 
ing program featuring 36,000 free premiums for 
every market ordered : trading cards . . . auto- 
graphed photos of Buster and Cuffy . . . comic 
books . . . membership cards and certificates. Plus 
free posters and special commercials, also free. 

It's all absolutely free — and trouble free, when 
you buy the show. 

"Captain Gallant" is a show whose performance 
in the living room and at the cash register will 
delight every sponsor. For full details and avail- 
abilities, call, write or wire — fast! 



Television Programs of America, Inc. 



477 MADISON AVENUE, N„Y. C. • PLAZA 5-2101 




IS OUR BUSINESS 




For COMPLETE 
FILM PROCESSING 



ROUND The CLOCK SERVICES 



Now 
Celebrating 
our 25th 
ANNIVERSARY 



loir COlor it% 





49TH & MADISON 

(Continued from page 10) 

lhat radio today moves in the daily 
lives of people like the sun and fresh 
air. 

Sixty-five-year-old Isidore Goldberg 
of 5 185 Terrebonne Avenue made this 
remark in referring to the tremendous 
strides that radio has taken since the 
days when he appeared before a mi- 
crophone. 

Mr. Goldberg was heard in 1922 
over CFCF, producing and singing in 
minstrel, musical and comedy shows. 
At that time, there were no other radio 
stations in the Montreal area and a 
mere handful in all of North America. 
He says that station identification was 
given after every number in those 
days, and not as now, at each quarter 
hour. This was to insure that people 
who were hearing him on a crystal set 
with earphones know what station they 
were listening to, as reception was 
very poor. 

Mr. Goldberg, who in his radio days 
was known as "The Singing Bache- 
lor," today feels that radio is a vital 
part of people's lives, not as it was 33 
years ago. Goldberg says he is very 
much aware of the fact that as a per- 
son can open the window to receive 
fresh air, they can flick a switch to 
hear up-to-the-minute news and com- 
plete entertainment. 

Arthur Weinthal 
Promotion Manager 
CFCF, Montreal 



MOVIELAB FILM LABORATORIES, INC. 

619 West 54th Street, New York 19, N. Y. JUdson 6-0360 



ALL MEDIA OBJECTIVITY 

I finally found the time to finish 
reading your "All-Media Evaluation 
Study" and I should like to congratu- 
late you for a top-notch job on a sub- 
ject which is anything but easy to 
cover. I particularly enjoyed reading 
the comments about Life's 4-Media 
study that was done by Politz. 

I was certainly impressed by the ob- 
jectivity of your study — something 
that is becoming rare in this day and 
age for some "vertical" publications. 
Again, congratulations on a splendid 
piece of reporting. 

George Anthony 

Media Director 

Stromberger, LaVene, McKcnzie 
Los Angeles 

• SPUNSOK'n All-Mrilln Sludy i« •vnilnMo in 
hook form nt $'1.00 per copy. Addrrnii orders to 
SPONSOK Sfr.lrrs Inc. nl -10 E. 49lli Si. 
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SPONSOR 



FIRST IN SPRINGFIELD 



Springfield, Massachusetts, November 1954 Hooper 
SHARE OF AUDIENCE 



MONDAY 

mTTIl r\T T/~1 TT 

1 HKUUCrll 

SATURDAY 


WTXL 






"C" 


"D" 


"E" 




"G" 


"II" 


Other 
AM ft 
FM 


7 :00 A.M.-12 NOON 


28.1 


20.6 


19.8 


13.4 


7.9 


4.6 


2.7 


1.6 


0.7 


0.5 


12:00 NOON-6 :00 P.M. 


33.1 


16.0 


12.1 


14.7 


7.G 


7.3 


4.2* 


3.1* 


2.0 


1.7 


6:00 P.M.-8:00 P.M. 


34.0 


20.7 


17.5 


8.4 


7.4 


10.5 


1 


0.4 


1.1 



*Thc above measurements are adjusted to compensate for the fact that Radio Stations "F" and "G" sign off 

at 4 :30 in November. 




WTXL is first in 19 out of 26 rated half hours. Saturation spots on WTXL 
get high rated periods all day. 

WTXL is the only full-time independent station in the Springfield market. 



For avails and other information. 




call Larry Reilly, Gen. Mgr., WTXL, 
Springfield, Mass., RE-9-47G8 or any 
office of the Walker Representation 



MEMBER STATION 



WTXL 

SPRINGFIELD, MASS. 



1 FEBRUARY 1955 
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Only 




STATIONS 

are powerful enough 
and popular enough 
to register audiences 
in radio survey ratings 
of both Los Angeles and 
San Diego. 

Of these top four, 
KBIG is 

• the only independent 

• the least expensive 

• the lowest cost per 
thousand families 






V 



JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, Colifornia 
Telephone: HOIIywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 




II. A. tSat'bnn. Malcolm-Howard Advertising, 
Chicago, is very tv conscious "because ue hare been 
so active in this field since the very beginning of 
commercial tv." He rarely bases buying decisions 
on tv ratings. "We insist on knowing just who our 
audience is," says he, "and whether it's the audience 
the client Hants to reach. Then, into that time 
segment, we put announcement copy or a program 
cued directly to that audience. We hare had the 
greatest success with saturation programing. In 
other words, we don't try to be all things to all men. 
If'e pick a particular audience and we .concentrate 
on that audience with heavy bombardment, rather 
than attempting to buy coverage or scattered shot tv 
advertising. This type of concentration has worked 
very well for a considerable number of our clients." 



Aunt' Small. Scheideler, Beck & Werner, New 
York, looks at spot radio 1955 in a new ligfit. "It's 
an advertising medium in its own right," says she. 
''Not just the father of tv, or something to be 
used to supplement tv coverage. There's a separate 
and distinct radio audience, and this radio audience 
exists both in radio-only and in tv areas. 
Advertisers are finding spot radio an attractive 
buy again, partly because most of the rates have 
been adjusted to the times, partly because they 
find that they're missing part of their potential 
market if they ignore this medium. Also they're 
using a different spot radio strategy. Where five 
announcements weekly might have been 'saturation 
a la 194.V it takes 20 or more weekly to 
qualify for the term one decade later." 



Il<»tit't/ \%\ €'lcvfi. Marschalk & Pratt Division, 
"\lcC.ann-Erickson, New ) ork, buys all media for his 
accounts. "We converted to the integrated creative 
media, or 'all-media' operation about one year ago," 
he told si'ONSon. "/ feel that this system does make 
it possible to buy media more creatively, because 
it gives the lnt\er greater jterspective over the 
strategy and problems of his accounts. And it 
doesn't mean neglecting one medium lor the others, 
by any means. I see as many of the reps of all 
media as I need to, and still have tune to buy 
media for five accounts. I'm able to get a feel of 
each account and its problems as a whole. As 
nil-media buyers, we're expected to make 
budget recommendations that include a media 
breakdown. To do this, we have to be close 
to the account's marketing problems." 
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SPONSOR 




Even before their eyes are open, folks around Dallas 
tune in to WFAA's Early Birds, the oldest breakfast-type comedy-variety 
show in^the nation. For 25 years, the Early Birds have given 
eye-opening performances with music ... patter ... audience participation. 

The selling power of the Early Bird program is outstanding 
over the Southwest. One national food company has been a sponsor 
for 6 years; a drug firm for 7. Many others have found the 
Early Birds to be top-notch salesmen for a variety of products. 



Latch on to the high-flying Early Birds of WFAA. 
Then watch your sales go soaring! 

See the Petry man for details. 



A Ci*at Channel iervic* of tht DaUot Morning New; 



WRAA 

Alex Keese, Manager 
Geo. Utley, Commercial Manager 
Edward Petry & Co., Inc., Representative 



50.000 
WATTS 

NBC 



7 FEBRUARY 1955 
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It's the same difference 



i 




Xhe difference that sets WCBS-TV 
apart from all other stations in 
New York is its policy to devote 
the same effort, ingenuity and 
production skill to each of its 
programs^ whether in the field of 
entertainment or in the area of 
education and information. 



It is this "difference" that last 
year won for WCBS-TV the largest 
average audiences in New York s 
day and night. 



It is this same "difference" that in 
1954 earned for WCBS-TV high 
praise from the critics and the 
community for the largest schedule 
of public interest programs of any 
station in New York— plus a 
George Foster Peabody medal. 

Finally, it's this same "difference" 
that last year persuaded advertisers 
to invest more of their dollars 
with WCBS-TV than with any other 
New York television station. 

This distinction can make a big 
difference in sales to any advertiser 
who wants to get the most out of 
television in 1955, 

WCBS-TV New York, Channel 2 

CBS OWNED. Represented by 
CBS Television Spot Sales, 





SALES GO 
OVER the TOP 

when your sales message 
goes to . . * 





JACKSON 



MICHIGAN 



INDIANA 



OHIO 



FOUT WAYNE 



V\\ m / -'V 



1 y 



VTKZO-TV (Channel 3) has 100,000 watts of power — 
has- a new 1000-foot tower — offers you 514,000 families 
icithin its grade It coverage area! 

So more than ever, WKZO-TV fan help you go over llie 
top in Western Michigan! 



100,000 WATTS VIDEO • CHANNEL 3 • 1000' TOWER 



// 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDSKALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF.FM — GRAND RAPIDSKALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN. NEBRASKA 

Attociated with 
WMBD — PEORIA. ILUNOIS 




OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodcl. Inc., Kxrlusive National Representatives 
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SPONSOR 



New and renew 




7 FEBRUARY 1 955 



1. New on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


Amcr Motors (Nash), Det 


Ceyer Adv, Det 


NBC full net 


Bristol Myers (Vitalis), NY 


DCSS, NY 


KNX-CPRN 23 


Bristol Myers (Vitalis), NY 1 


DCSS, NY 


KNX-CPRN 23 


Burton Dixie Corp, Chi 


Robert B. Wesley & Assoc, 
Chi 

Dean Simmons 


MBS 250 


Cencral Prods 


CPRN 23 


Ccncral Prods 


Dean Simmons 


CPRN 23 


Mary Ellen James & Jellies, Berkeley, 
Cal 

O'Keefe & Merritt (gas ranges), LA 

Pearson Pharmacal, NY 
Pharmacco, Kenilworth, NJ 


Ralph Jewell, Oakland, Cal 


CPRN 22 


Atchison, Donahue & Hay- 
den, LA 

DCSS, NY 


CPRN 12 

MBS 570 
CPRN 23 


Philco (phonographs & radios), Phila 
Reducing Inst, LA 


Hutchins Adv, Phila 
N. B. Scott, LA 


MBS 565 
CPRN 23 


Rexall Drug, LA 


BDDO, LA 


CBS 206 


Studcbaker-Packard (Packard), South 

Bend, Ind 
Union Oil of Cal, LA 


Maxon, Det 
Y&R, Hollywood 


ABC 350 
CPRN 23 


Vitamin Corp of Amer, Newark, NJ J 


BBDO, NY 


CBS 206 



PROGRAM, time, start, duration 

Fibber-McCee & Molly; Sun-Th 10-10:15 pm; Feb 

16 & 17 only 
Frank Coss News; alt M, W, F & T, Th, Sat 5:45- 

5:55 pm; PST; Jan 24, 49 wks 
Sunday Night News; 7:55-B pm PST; Jan 30; 48 

Les Paul & Mary Ford; W, F 7:45-7:55 pm; Feb 

16; 55 season 
Story Master; Sat 7:45-7:55 am; 9:05-9:15 am, 

PST; Jan 22; 52 wks 
Story-Teller; Sat 10:30-10:45 am PST; Jan 22; 

52 wks 

Harry Babbitt Show; alt days 7.45-B am PST; Jan 
24; 55 wks 

Memory Lane; Sat 10-10:25 am PST; Jan 22; 52 

Multi-Message; M-F 8-B:30 pm; Jan 24; 13 wks 
Wendy Warren & The News; M, W. F. 9:05-9:15 

am PST; Jan 17; 13 wks 
Phonorama; Sat 11:30-11:55 am; Feb 19; 52 wks 
Don Otis Show; Sat 11:30-11.45 am PST; Jan 15; 

13 wks 

Amos & Andy Music Hall; Th 9:30-9:55 (6 min- 
ute sponsorship) ; Feb 16 & Feb 17 only 

Your Packard Reporter; M, W, Th, F 8:25, 9:25, 
10:25 pm; T 8:25, 10:25 pm; Feb 7 ; 2 wks 

rrank Coss News; M-F 7:30-7:45 am PST; Feb 
7; 52 wks 

Amos & Andy Music Hall; M, Th 9:30-9:55 pm 
(six minute sponsorship); Jan 31 & Feb 24 only 





Hub 

Hood (3) 



2. Renewed on Radio Networks 



SPONSOR 



Bristol-Myers, NY 

CBS-Columbia 
Colgate-Palmolive, NY 

Miles California 

Miles California 

Quaker Oats, Chi 



AGENCY 



DCSS, NY 

Ted Bates, NY 
Wm Esty, NY 

Ceoffrey Wade Adv, LA 

Ceoffrey Wade Adv, LA 

Sherman & Marquette, 
Chi 



STATIONS PROGRAM, time, start, duration 

CBS 206 Arthur Codfrey Digest; F 8:30-8:45 pm; Jan 14; 

52 wks 

CBS 206 Amos & Andy; Sun 7:30-8 pm; Jan 30; 7 wks 

NBC full net Lorenzo Jones; M-F 5:15-5:30 pm; Jan 3; 1955 

season 

Don Lee 45 Newspaper of the Air; Sun-F Feb 1; 52 wks 

Don Lee 45 Here's the Answer; M-F Feb 1; 52 wks 

NBC full net ' Hotel For Pets, M, W, F 5:30-5:45 pm; Jan 3; 
1955 season 




3. Broadcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Hany Abbott 
Roger Allen 
William Andrews 
Ceorge W. Armstrong 
Leon Arons 
Lee Atwell 
Ezra Baker 
Kenneth H. Baker 
Lionel Baxter 

Noel C. Berault 
Robert C. Berry 
H. M. Bitner -Jr 
Stanely A. Bogan 
Dave Booher 
John M. Borghese 
Richard W. Brahm 
William B. Buschgen 
Leonard Bridge 
Roger C. Brown 
Howard Cann 
Richard L. Cass 
By Colvig 
Bill Cornish 
Dan Curtis 
John F. Day 
William Dcmpsey 
Paul S. Dixon 
Robert M. Dooley 
Leon Drew 
John Eichhorn 
Paul Frank 
John Carfield 
Norman Cittleson 
Wm. Thomas Hamilton 
Bill Harms Jr 
Bob Hart 
Robert L. Harris 



KTVQ-TV, Oklahoma City, mgr 
WOTW, Nashua, NH, announcer 
KPTV, Portland, sis stf 
WHB, Kansas, mgr 

William Wcintraub, NY, vp & dir of res 
WHBC, Canton, Ohio, s's dept 

International Motion Picture Studios, NY, dir of sis 

Standard Audit & Measurement Svcs, pres 

WSFA, WSFA-TV, Montgomery, Ala, vp & gen mgr 

WEAN, Providence, sis mgr 

WOTW, Nashua, NH, prog dir 

Crandwood Sdcstg, Cd Rapids 

The American Weekly, NY, acct exec 

WMBR, Jacksonville, sis mgr 

Amer Korean Found, NY, r-tv dir 

WMCA, NY, acct exec 

NBC Spot Sis, NY, radio acct exec 

Crandwood Bdcstg, Cd Rapids, controller 

CB^-Col of Texas, southern sis mgr 

MBS, NY, acct exec 

WBBM, Chi, radio sis stf 

KNXT, Hollywood, asst sis prom dir 

Edward Petrv, Chi 

NBC Film, Chi, actg supvr 

Star-Ledger, Newark, asst mg ed 

KPIX, SF, educ dir 

KSL, Salt Lake City, natl spot sis mgr 

Blair-TV, NY, gen sis mgr 

KNXT, Hollywood, prod mgr 

KINC radio, Seattle, mgr 

WTVN, Columbus, newscaster 

WCAR, Cleve, sis mgr 

W|AR, Prov, gen mgr 

CBS, sis exec 

Edward Petry, Chi, tv rep 

KFEL-TV, Denver, comml mgr 

WIBC, Indianapolis, mc, dj 



KCEN-TV, Temple, Texas, mgr 

Same, prog dir 

Ziv Tv, northwest rep 

Same, vp & gen mgr 

TV bureau of Adv, NY, dir of res 

Same, prog dir 

Screen Cems, NY, comml sis stf 

Market Research, vp in chg media studies 

WBRC, Birmingham, Ala, sis mgr in chg of local & 

natl sis 
WPAW, Pawtucket, stf 
Same, stn mgr 
Same, prcs 

CBS Radio Network Sis, acct exec 
Same, vd 

Magna Theatre Corp, r-tv dir 
Media-Mdsg, NY, pres 
NBC Spot Sis, Det, radio mgr 
Same, also dir 
Same, gen mgr 

CBS Radio Network Sis, acct exec 
Edward Petry, Chi, TV sis stf 
WXIX, Milwaukee, prom-publ dir 
Official Films, Chi, sis exec stf 
Same, sis mgr of Central sis force 
CBS, dir of news 
Same, prog mgr 

Same, exec asst in chg of corporate affairs 
CBS Radio Spot sis, sis development dept 
WXIX, Milwaukee, prog dir 
Same, asst to vp & gen mgr 
Same, asst to gen mgr 
WXFL, Cleve. sis stf 

WMUR-AM-TV, Manchester, NH, exec vp, gen mgr 

WNDU-TV, Notre Dame, sis mgr 

Avery-Knodel, Chi, tv acct exec 

KLZ-TV, Denver, local sis mgr 

WTVN, Columbus, radio sis stf, acct exec 



Mike 

Shapiro (3) 




H. Weller 
Keever (3) 




Charlie 
Stone (3) 



In next issue: New and Renewed on Television (Network) ; Advertising Agency Personnel Changes; 
Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases) 
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1. Broadcast Industry Executives (continued) 



7 FEBRUARY 1 955 



Dfeiv anil renew 



Louis 

Hausman (3) 




Leon 

Arons <3) 





Dan E. 
Rics (3) 
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Stanley 
Wilson (3) 




Shaun 
Murphy (3) 





Don H. 

McCannon (3) 




NAME 

Louis Hausman 
Herb Heilbrun 
Ralph Hess Jr 
Herbert W. Hobler 
Fred Von Hofen 
Hub Hood 
Isabcll Hoyt 
Walter C. Johnson 

Robert S. (ones 
Martin Katz 
H. Weller Kccver 
George Kcnvon 
Jaon Carol King 
ioseph A. Kjar 
John F. Klatt 

lames L, Knipe 
Cornelius Knox 
f-avid N. Laux 
Harry LcBrun 
Terry Lee 
I eon Levine 
Thoims 0 Loeb 
Roy Manor 
Pave Maxwell 
W. Barrett Mayer 
Donald H. McCollum 
Paul Mensing 
Don H. McCannon 

Shaun F. Murphy 
Al Nailer 
Charles Newton 
Wikon H. Oelkers 
Clifford Ogden 
Milt Olin 
Edwsrd C. Page 
lohn B. Poor 
C. Wesley Quinn 
Earl Reilly 
Dan E. Rics 
Harry Ripps 
William P. Robinson 
Frank B. Rogers 
Lee Savin 
Robert C. Scott 

William F. Schnaudt 
Willard Schroeder 
Mike Shapiro 
Theodore F. Shaker 
Virgil Sharpe 
Austin B. Sholes 
Ioseph M. Sitrick 
Chailie Stone 
Robert H. Storz 
Todd Storz 
H. L. Sturtz 
Bill Swanson 
R. L. Swats |r 
David A. Traylor 
Donald E. Tomkins 
lohn L. Vicmeister 
Leonard C. Warager 
R W. Wasscnbcrg 
(ay Watson 
James P. Walker 
Robert Wechsler 
Franklin J. Weiner 
James A. Wcthington 
George Y. Wheeler II 
Wayne |. Wilcox 
Stanley Wilson 
W.ldine Wright 
George E, Yonan 



FORMER AFFILIATION 

CBS-Col, NY, vp 
WKRC, Cin, sis Stf 
WDVA, Danville, Va, prom dir 
TelePrompter Natl Sales, NY, gen sis mgr 
KING-TV Seattle, acct exec 
WKRC, Cin, sis mgr 
KPO), Fortland. Or, mdsg mgr 

Travelers Bdcstg Service, Hartford, sec, asst gen mgr & 

sis mgr of WTIC 
Sidney Garfield & Assoc, SF, radio-tv dir & acct exec 
WCAU-TV, Phila, sis stf 
NBC Film, Chi, Central sis supvr 
US Army 

WRC, WRC-1 V, W3Sh. DC, asst to adv prcm mgr 
KSL, Salt Lake City, prog dir 
McCann-Erickson, Chi, media mgr 

C. E. Hooper, NY, exec vp & gen mgr 

NBC, NY, sis dept 

Ruthrauff & Ryan, NY, acct exec 

WLM-T, Cin, asst sfn mgr 

WFAA-TV, Dallas, asst mgr 

CBS, NY, dir of cdu & public affairs progs 

NBC Business Unit, NY, prodr & mgr 

WSOC, Charlotte 

KB!G, Catalina, pub lerv dir 

Mechanical Products, Jackson, Mich, regl mgr 

?-hu, c -j n Research, dir of client rel 

NBC Spot Sis, Dct, mgr 

DuMont Tv Stations, gen mgr; also Labs, asst dir of 
bdcstg 

WFIE-TV, Evansvillc, Ind, sis mgr | 

WJBK, Det, sports dir 

Darlington County asst Farm Agent 

Philco, Phila, gen purch agent j 
NBC Film, Hollywood, supvr 

United Artists TV, NY ' 

George P. Holinbcrry, NY, tv acct exec 

General Teieradio, NY, vp 

WTRI-TV, Albany, sis rep 

KING Radio, Seattle, P'og dir 

WKRC, Cin, asst prom dir 

Du Mont, NY, sis mgr 

WLW-A, (Croslcy) Atlanta, pres 

Reeves Soundcraft Corp, NY, vp 

United Tv Prog ams, exec vp 

Du Mont, Cathode-iay Tube Div, Clifton, NJ, asst sis ! 
mgr 

WHK, Clcve. acct exec 
Grandwood Bdcstg, Gd Rapids, gen mgr 
Avery Knodcl, Chi, tv rc-p 
CBS Tv Spots Sis. NY, acct exec 
KOWH, Omaha, mgr 
Presto Recording, NY, asst sis mgr 
Internatl Press Service, US Information Agcy, asst chf 
WMBR, Jacksonville, vp in chg sis 
Mid -Continent Bdcastg. pres 
Mid-Continent Bdcastg, vp & gen mgr 
Omaha World Herald, adv dept 
KTVX (r&TV), Tulsa, sis mgr 
NBC Radio Net, Chi, acct exec 
MBS, acct exec 

Grant Advertising, NY, radio-tv dir 
CBS Tv, NY, asst to budget dir 
NBC Film NY, sup 
KPIX, SF, prog mgr 
KPOA, Honolulu, asst mgr 
Tulsa Bdcstg, asst gen mgr 
Benton & Bowles, NY, acct exec 
WCBS-TV, NY, stf prom writer 
William G. Rambeau, NY, exec vp 
NBC, Wash, stf 

Good Housekeeping Mag, Dct sis rep 
KFDA (r-tv), Amarillo, Tex, vp & gen mgr 
WDVA, Danville, Va, continuity writer 
MBS, sis mgr of co-op div for Midwest 



NEW AFFILIATION 



4. New Agency Appointments 

SPONSOR PRODUCT (or service) 



Alsol Wax, Newark 

Amino Products Div, Internatl Minerals & 

Chemical Corp, Chi 
Arizona Brewing, Phoenix 
Builoni Foods, S. Hakensack, N| 
Chcramy, NY 

Cliquot Club Co, Millis, Mass 
Cberhard Fabcr Pencil Co, Gklyn 
Walt Framer 

Frank Fehr Brewing, Louisville, Ky 

KDKD, Clinton, Miss 

KLEE, Ottumwa, Iowa 

National Brewing. Bait 

Northern Cal Chevrolet Dealers Assoc 

Proctor Electric, Phila 

Quality Radio Group, NY 

Revlon Products. NY 

Schneider Brewing, Trinidad, Col 

Sweet-Orr, NY 

Storer Bdcstg Co, WJW, Clcve 

WGVM, Greenville, Miss 

W. T. Young Foodi. Lex, KY 



CBS, NY, corporate stf vp 
Same, sis mgr 
Same, acct exec 
Same, also vp 
KING, Seattle, mgr 
Same, gen mgr 

KVAN, Vancouver, Wash, mdsg mgr 
Same, also member of bd 

CBS R Net Sis, SF, acct exec 
Blair-TV, NY, dir of special sis 
Same, natl sis mgr 
WJBK, Det, Tv film dir 
Same, adv & prom mgr 
Same, sis mgr 
Standard Rate & Data Service, Chi, rate-service mcji 
rcl dir 

Same, pres & chmn of the bd 
CBS Radio Net Sis, NY, acct exec 
Studio Films, NY, vp 
WLW-A, Atlanta, gen mgr 
KOVR-TV, Stockton, vp & gen mgr 
Columbia University, dir of radio & tv activities 
Same, Tv Net Prog Div, mgr 
WIST, Charlotte, acct exec 
KBIF, Fresno, gen mgr 
WOND, Atlantic City, natl sis rep 
Same, also vp 
NBC Spot Sis, Chi, r mgr 
Wsetinghouse Bdcstg, NY, vp & gen exec 

WTVP, Decatur, III, stn mgr 
Same, news & Sporis dir 
WBTW-TV. Florence, farm ed 
Same, vp in chg of purch 
Same, sis mgr of Western sis force 
Telefilm Enterprises, NY, sis stf 
Edward Petry, NY, sis stf 
Same, also MBS, exec vp 
WTRY, Troy, sis prom mgr 
KING-TV, Seattle-, acct exec 
WTVN, radio, Columbus, dir of prom & publ 
Same, gen sis mgr 

Crosley Bdcstg, Cin, hd sis plans unit 
Sams, exec vp 

Gross-Krausa. exec vp & gen mgr 
Same, gen sis mgr 

Telefilm Enterprises, NY, sis stf 
Same, also vp 

WFAA-TV, Dallas, comml mgr 
WKIX, Milwaukee, gen sis mgr 
Same, vp & gen mgr 

Muzak, Recorded Tape Div, NY, dir of sis 
NARTB, Wash, pub & informational sves mgr 
WMBR-TV, Jacksonville, vp 
Same, bd chmn 
Same, pres 

WOW-TV, Omaha, local sis stf 
Same, only TV sis 
Same, Det, mgr 

A, C. Nielsen, sis services exec 
own radio-tv consultant service 
WXIX, Milwaukee, bus mgr 
Same, sis mgr of Eastern sis force 
KTVU, Stockton, stn mgr 
KOVR, Stockton, asst mgr 
KTUL, Tulsa; KFPW, Ft Smith, Ark. in chg 
Screen Gems, NY, sis prom mgr 
WCBS-TV, NY, asst adv & sis prom mgr 
KONA (TV), Honolulu, sis mgr 
Radio Corp of Amer, stf vp 
CBS Radio Net Sis, Det, acct exec 
Texas State Net, Ft. Worth, asst gen mgr 
Same, prom dir 
Boiling Co, Chi, acct exec 



AGENCY 



Wax 

Ac cent (protein derivative) 

A-l Pilsner Beer 
Macaroni 

April Showers toiletries 

Ginger ale, club soda 

Pencils, erasers, rubber bands 

Tv Productions 

Beer 

Radio Station 
Radio Station 
Beer 

Chevrolet cars 
Appliances 
Radio Stations 

Hair-Net Spray Aquamarine Shampoo 
Beer 

Work Clothing 

Radio Station 

Radio Station 

Big Top Peanut Butter 



Hal Tunis Assoc, NY 
Grant Adv, NY 

Erwin, Wasey, LA 

Albert Frank-Guenthcr Law, NY 

Emil Mogul, NY 

Harold Cabot, Boston 

Anderson & Cairns, NY 

Ashley-Stciner, NY, LA 

Doolcy, Adv, Louisville, Ky 

Devney, NY 

Dcvney, NY 

W. B. Doner, Det 

Roy S. Durstine, SF 

Weiss & Gcller. NY 

Dine & Kalmus, NY 

BBDO, NY 

|immy Fritz & Assoc, Hollywood 
Peck Adv, NY 
The Katz Agency, NY 
Devney, NY 

Rutledgc & Lilicnfcld, St. Louis 



5. New Firms, New Offices, Changes of Address 



Lansburgh & Oldham, new adv agency, 123 El Pasco, Santa 
Barbara, Cal, Mark Lansburgh & Joyce Oldham Lansburgh 
heads 

Mrller & Wallace Mackay, Seattle, merge to form Miller 
Mackay Hoeck & H.irtung, 510 Virginia St, Seattle 



National Closed Circuit System, 595 Madison Ave, NY 
formed; sis rep of DuMont's Closed Circuit Dept 

Rogers & Cowan, public relations, new offices at 17 E 
48th St. NY 
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Let Scott Do It is the top-rated 9:00 to 10:00 a.m. 
show in Philadelphia . . . according to both Pulse 
and ARB . . . the greatest kitchen show in 
America. And Alan Scott's the consistent winner 
in popularity polls. 

SALESMAN FOR BLUE-CHIP SPONSORS! 
National Advertisers who've experienced Alan 
Scott's terrific selling power include: General 
Foods, Lipton's, Hoover Appliances, Morrell 
Meats, Pillsbury, St. Joseph's Aspirin, Sunshine 
Biscuits, Seabrook Frozen Foods, and many 
others. 

LOWEST COST! Alan Scott's Let Scott Do It 
has the lowest-cost-per-thousand rating of any 
daytime women's show in America's major 
markets, according to a study by Television Age 



Over 100,000 TV homes at a cost of only $1.45 
per thousand. And now, Let Scott Do It comes 
under WPTZ's "45-12" discount plan. 45% off 
one time rates when you buy 12 or more an- 
nouncements under the "45-12" plan. 

TOP COVERAGE! WPTZ is peak-powered at 
the low end of the band, to deliver a clearer, 
stronger signal to more people over a wider area 
than any other TV station in Pennsylvania! 

WHAT A BUY! Let Scott show you! And be 
sure to ask about the "45-12" plan. Write or 
wire your nearest Free & Peters "Colonel" or 
phone Alexander W. Dannenbaum, Jr., WPTZ 
Sales Manager, LOcust 4-5500; or Eldon Camp- 
bell, WBC National Sales Manager, PLaza 
1-2700, New York. 




WPTZ CHANNEL 3 

First in Television in Philadelphia 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

WPTZ'KYW,P/l(7arft»/piim;WBZ i WBZA'WBZ-TV, Bos/OW;KDKA«KDKA- 

TV, Pittsburgh; wo wo, Fort Wayne; KEX, Portland; KPIX, San Francisco 

KPIX represented by The Katz Agency. Inc. 
All other WBC stations represented by Free & Peters. Inc. 
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"NBC's programming of spectaculars and general razzlc dazzle," writes John Crosby in the 
New York Herald Tribune, ''has given television an importance and a sense of excitement that 
it cannot afford to lose." 

The NBC Color Spectaculars have broken the rigid radio- mold of unvarying strips of half- 
hour shows. They have forced wider horizons, new programming concepts . . . they draw into 
television great stars, writers, directors from all over the world. In addition they have given 
Color Television tremendous impetus by providing regular and impressive color programming. 

The special ingredient that has given all television its great expansion and excitement has 
been the NBC Color, Spectaculars. And the audience response has been unmistakable. 



1 





Sine. 1 the new season began in September, Nielsen ratings* show: 

IftHY than 11 million families watching the average Spectacular - almost 
fasbk the audience of the average evening network program. 

Hivcp Spectaculars ivith Top Ten-sized audiences during the six, rating periods. 

tfrv homes tuned to NBC — an average of 649,000 more homes titan the 
M.- j.'t/ network, ivith its average nighttime program. 

th every rating period, more Top Ten shoivs from NBC than any other network. 

N'BC's program leadership has made it a most exciting year for the 
television audience. And a most profitable year for advertisers. 




exciting things are happening on 




TELEVISION 



a service of 



■ Ni*l«n second September Report- first December Report 195-1. All data verified by A.C. Nielsen Co. 



In Milwaukee 
Coffeehead Larsen 
Spins the Platter 
And the 
Pulse Goes Up 
WEMP 

Milwaukee's Second 
Station 




Of seven Milwaukee rodio stations, 
WEMP now scores No. 2. 

Milwaukee's best rodio buy, WEMP 
offers more audience per dollar 
thon any other stotion. 

WEMP audiences are growing bigger 
year by year. Latest Pulse ratings 
show a 20 per cent increase for 
Coffeehead Larsen at 6:00 to 10:00 
A.M. All other WEMP segments 
show a proportionate increase. 

Get the facts on Milwaukee's only 
24-hour Music, News, Sports sta- 
tion — Milwaukee's best radio buy. 

CALL HEADLEY-REED 





JERRY PICKMAN (R.) CHATS WITH BING CROSBY ON STUDIO SET 

Jerome Pichman 

V.p., Dir. net'! adv., pub. 4 exploitation 
Paramount Pictures Corp., New York 

Jerry Pic km an directs Paramount advertising from a dark-pan- 
eled office i" a tall building overlooking limes Square — llial is, 
when lie isn't al the studio in Hollywood, at a San Francisco pre- 
view or al a New York opening. 

Paramount got into tv bark in 1950, when most film sludios still 
considered the medium a sort of plague that might go awav if they 
only ignored it. Pickman likes tv. He feels it s an advertising me- 
dium made to order for selling movies. 

"I'm an instinctive showman." he told sponsor, draw ing h's knees 
In his chest for comfort. He s a youngish 3f»: dark hair, dark horn- 
rimmed glasses, shirtsleeves, tie-les?. with a rapid-fire delivery of 
movie jargon. 

"Our product can t be sold through fancv packaging, said he. 
"If we re gonna sell a movie, we've gotta have a name. Thai's why 
the studio consults us about story, production and cast. If thev 
wanna sell me my sisler, I'd say, Wo. She won't sell.' I've golla 
mother and grandmother who act. But f can't sell 'em. Kelly. 1 
can sell. . . ." (He is currently working on Country Girl, in which 
(/race Kellv stars.) 

Radio and lv movie advertising. Pickman explained, generally 
come into phi) for about three to 10 davs when the new film opens. 

"We call it 'merchandising a motion picture.* he said. "\\ 'hat 
w e're doing is conditioning people, — building the want-to-see. Where 
there s a definite j»lu-«. we localize, an ad. Like, sa\ Hrvoe Canvou 



appears in a 



WVslt 



rn 



so. we tell 'em in I lab to so look for shots 



of their own scenery. Each movie's handled differently. Sometimes 
we don't work for a week, then we don't see dav light for 72 hours 
in a row because there s a rush job.'" 

The rapid pace conies iiaturallv to Pickman. who was once de- 
scribed bv the employees of the Brooklyn Enph as the "youngest 
newspaperman on six continents" — a title he earned bv starting to 
work as a cop) hoy at age nine. 

Pickman has also learned to relax upon rare occasions. A pic- 
ture in his desk drawer shows him sound asleep in a terrace ham- 
mock at "* Dot lie's home in lialboa" . . . dial's Dorothy Lainour. of 
course. * * * 



WEMP WEMP-FM 

MILWAUKEE 

HUSH VOICE. JR., «n, Mgr. 
HEADL6Y-Rtet>. Nil). Iff, 

24 HOVtS OF MUSIC, HIWS, SPORTS 
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It's Easy When 



■ 'H-l-MU'l KANSAS CITY: KCMO Radio & KCMO-TV 
■ UK if 3 'J ill I SYRACUSE: WHEN Radio & WHEN -TV *. k* ^ 



STATIONS 



PHOENIX: 
OMAHA: 

Affiliated With 



The Katz Agency 



KPHO Radio & KPHO-TV 
WOW Radio & WOW-TV «■ 8W * c " 



BelterHomes ^ Farmin 



and Gardens 



7 FEBRUARY 1955 



and Blair-TV 



Magazines 



27 



Cal Sales 5[J^\ 
Sez. C= $M 
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YOU can't cover 
California unless you 
u$e KSBW-TV, Channel 8, 
Salinas-Monterey, California. 

The rich central coast of Califor- 
nia is covered exclusively by 
KSBW-TV, 422,709 TV sets, of 
which over 90,000 are undupli- 
cated. 

Consumer Income in KSBW-TV's 
Baste Market (which does not in- 
clude all the unduplicated cover- 
age) i$ equal to Phoenix, Ariz., 
PLUS Camden, N. J. 



Ask Hollingberry. 




CBS, NBC, ABC, DuMONT 
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by Joe Csida 



Film: television's "new business" dept. 

At the beginning of the fall season we dimmed the lights 
in the seance room at our headquarters, gazed deep and long 
into our tv film crj slal hall and did a Backstage of comment, 
obi-ervatiou and prediction concerning programing. On and 
off for the past several week* we have again been locked up 
with the eerie blue and green lights and the spirit voices, but 
this time we u-ed our special tv film business crystal globule. 

Appeared therein, of course, the faces of friends who are 
practitioners on the producing, spelling and merchandising 
side of the business, like Don Kearney of ABC Film Syndi- 
cation Sales. Phil Williams of Ziv, W aller Sehwimmer and 
numerous others. And their voices were the spirit voices. 
According to the Backstage ball, this is how the business side 
of the tv film industry shapes up: 

Competition has reached its keenest, most dog-cat-dog 
point. Never since the first vidfilm was tossed on the market 
has there been as much product offered for lease by as many 
people via as multitudinous a number of deals as is the case 
today. And this competition is likely to reach even greater 
degrees of canine devouring brother canine. 

'Way tip at the top of the heap a struggle of recently de- 
veloped titans is taking place. Strangely enough (or perhaps 
not too strangely) the powerful networks (NBC. CBS. ABC) 
an 1 not among the titan- in this area of industry operations. 
For while all three 1 of the tv webs (and particularly the first 
two named) have solid tv film operation- with good product 
and capable sale- and mrecliandising forces, the gargantua 
are. of course. Ziv TV and .MCA TV. MCA\- purchase of 
United Television Productions gave it the largest and most 
imposing collection of product in the field. And Ziv's accel- 
erated and big-lime production as represented by its Eddie 
Cantor serie- makes it either the reigning champ or the 
number one challenger. 

Parenthetically, in the gradual evolution brought to show 
business and the advertising business by television generally, 
and tv film- specifically, another noteworthy development 
might be mentioned here. In the booking field MCAV major 
competitor, of course, i- [he William Morris Agency. And 
while MCA has chosen to enter the tv film production and 
di-lribulion business in a vast and superlatively aggressive 
manner, the Morris agency has steered clear of tv film pro- 
duction and distribution for the* most part. The Morris 

(/'/<■(/ se turn to page { )\ \ 

Also see film seetlott this issue puye -17 
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Tex & Jinx 1:00-2:00 p. m. 
11:20 p. m.-12:30 a. m. 
Monday through Friday 




selling" by the stars • - on WRCA 



When you're navigating your product through 
competitive waters in America's No. 1 market, you'd 
do well to let wrca's program-personalities help 
set your course. 

tex & jinx for instance. The glamor of their per- 
sonalities, the interest and excitement of their two 



daily radio programs, and the warmth and sincerity 
with which they describe their sponsors' products — 
all combine to make them star-salesmen for a wide 
range of contented advertisers. The selling power 
of TEX & JINX keeps winning them enthusiastic tes- 
timonials like these : 



Coffee - "How we feel about 
Tex & Jinx for Savarin is best 
told by the fact that we are 
their oldest sponsor. We are 
now on their program five 
nights a week in the 8th year 
of a very happy association." 

S. A Schonbrunii 
President 
S. A. Schonbrunn & Co., Inc. 
Makers of Savarin Coffee 



Beauty Aids -"Tex & Jinx 
introduced our new home hair 
stylist school with so much en- 
thusiasm that we are signing 
up new students daily. We are 
especially pleased to have 
reached such a large audience 
of career girls. We certainly 
look forward to continuing." 

Victor Vito 
President 
Victor Vito, Inc. 



Movies -"Tex & Jinx are 
without question two of the 
finest radio boosters of motion 
pictures in the New York area. 
Their approach is sincere and 
direct ; and their loyal audience 
has learned thataTex-and-Jinx 
endorsement of a film puts that 
film on their 'must see' list..." 

Charles Einfeld 
Vice-President 
20th Century-Fox 



Beverages-"Tex&Jinx were 
extremely helpful in making 
No-Cal New York City's top- 
selling dietetic beverage. Their 
convincing delivery and believ- 
able commercials did much to 
help attain this goal. We have 
just increased our frequency 
schedule with Tex & Jinx for 
1955. Morris Kirsch 

President 
No-Cal Beverage Corp. 



If your aim is to sell more of your product, faster, 
in the New York market— try selling by the stars 
on WRCA. Stars like Tex & Jinx. Stars with docu- 
mented records of sales successes. Come aboard ! 

Call George Stevens, Circle 7-8300 in New York. 
Or your nearest NBC Spot Sales office. 



* * -* * * 



WRCA-660 



JP 
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Radio in New York 



a service of 



i 



REPRESENTED BY NBC SPOT SALES 
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JEFFERSON STANDARD BROADCASTING COMPANY 



WBTV-WBTW combination creates 
market comparable to nation's 8th largest 
in the industry-mushrooming Carolinas 



Advertisers have a rich 
stake in what's happening 
in the Carolinas. 

The Carolinas are on the 
march economically, and two 
top-power stations — WBTV 
and WBTW — now service this 
upsurging selling market. 

WBTV and newcomer 
WBTW can, as a 
combination, deliver 50% 
of the people in North 
and South Carolina. 

Together, WBTV and WBTW 
create a market of 3,375,000 
people, over %2> x h billion 
in buying power and 
$2V2 billion in retail sales — 
a TV market comparable 
to the eighth largest 
in the nation. 

For complete details on how 
WBTV and WBTW truly 
measure up to "Dominance 
doubled in the Carolinas," 
call CBS Television 
Spot Sales. 
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Where will sales be after six months of television 
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MARKET: 100-mile zene 
around Orcpn Bay, Wise. 

only television 

PAST ADVERTISING: almost 
none in area 

SUCCESS YARDSTICK: sales, 
increased distribution 

BUDGET: $12,500 

DURATION: six months 

SCHEDULE: six minute 
announcements weekly 



Blow-by-blow story of a tv test 

SPONSOR will report sales results of campaign as they come in during 

six-month effort to see if sales can Sse upped using tv only 

by Miles David 

dream became reality for SPONSOR late last month. 

For the first time in televi>ion and tradepaper history a test campaign began 
which sponsor will report to readers as the results happen. 

Traditionally test campaign* are top secret, seldom revealed even years after the 
fact. Hut ever since sponsor started publishing eight year** ago it has sought a chance 
to bring its readers the blow-by-blow story while a campaign wa* in progress. 

The opportunity came when the Biirnham & Morrill Co. of Portland, Maine, 
agreed to give sponsor exclusive semi-monthly reports on sales during a six-month 
tv test. (Agency is BBDO, Boston.) 

The campaign began 21 January in a single Midwestern market. The products 
are B&M oven-baked beans and B&M brown bread. The objective: to see what tele- 
vision can do to pep up a relatively low-volume market. 

B&M beans has high distribution in the area but sales volume is small relative 
to New England, home of the oven-baked bean. B&M brown bread has low distribu- 
tion, only a trickle of sales. (Total wholesale sales in area: $51,000.) 

Prior to the campaign both products had virtually no advertising in the test 
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SALES 
WILL BE 
THE SUCCESS 
YARDSTICK 

Figures at right .show monthly 
wholesale sales of HtK: 1/ beans 
and brown bieatl in first halj 
105 1. m'(i\m)I! will i(///y 1955 
sales as ///ei come in over 
six-month period, ['lest 
began 21 January, i Figures 
for "55 /</// he carried side- 
I, v -.title with 51 /o ^(Vc 
reader the box score at a glance. 
A o/e //«/< poorh brown bread 
did in '54 //«/< itf/e.s 
stronger in Area A. 
closer to the major cit\ 
in the radon. Green Hay 





First six months 1954 so/es of two 
sizes at B&M beans and one size of 
brawn bread (by dozens af cans) 



January* 

IB o? 27 oz. Bread 



1st half Feb. 

18 oz. 27 o*. Bread 



2nd h 

IB m. 271 



1KI 1 I (50-mifc* rfiffiii.v around Green liny) 



1. 


MANITOWOC, WIS 


00 


30 




50 


25 


20 
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OSHKOSH, WIS. 


50 


25 




50 


10 




3. 


APPLETON, WIS. 


lOt) 


40 


50 


100 


05 70 




4. 


CILLETT, WIS. 








100 


70 


100 


5. 


GREEN BAY, WIS. 


310 


70 




lot) 


60 20 


230 


6. 


MENOMINEE, MICH. 


SO 




20 


50 







AREA A SIX-}i 



tlCf^S IS (50* 1 00-in Ue radius around Green itau ) 



7. FOND DU LAC, WIS. 30 25 

8. STEVENS POINT, WIS. 00 10 

9. WAUSAU, WIS. 40 5 
7 0. NORWAY, MICH. 70 75 
7 7. SHEBOYGAN, WIS. 40 30 
72. WISCONSIN RAPIDS, WIS. 30 10 

.1 ami ;u v :«>t hi ult'd to show lialf month figures. 
Test tihJ not begin until 24 .lanuary I'J.VV 



30 



70 
50 

20 
30 



40 
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20 



40 



AREA IS SIX-n 




PART ONE 

OF A SERIES 

maiket, will) the exception of sporadic 
mentions \\ it It x ri multi-product news- 
paper ads by local stores. 

The whole burden of the test is car- 
ried by teles ision. Any rise in sales 
will he attributable to tv, sinee no other 
new form of advertising will he used 
for the duration of the test and no 
nt her new factors ha\e been intro- 
duced. 

\- nrhnen pointed out while sponsor 
was re-can-hing the Mi-Media Slud\. 
it s nsualh impossible for the national 
advertiser to correlate sales with ad- 
vertising in any one medium. Hut for 
BWI and the readers of sponsor tlie 
rare opportunity i- at hand. 

Yrurs of )if«iiiiiiii</: The B&M le-l 
campaign will last six months. I >nl it 
look over two and a half years to work 
out all the detail- of the lesl-in-a-gold- 

fishdiow I. 



Hack in the spring of 1952 ju-t af- 
ter the \ \RTH convention, sponsor 
Fditor-Publi-her Norman R. Glenn 
and Ilavdu Evans, general manager of 
WB\Y-TY. Green Bay. Wis., met at 
the del Coronado Hotel in San Diego 
lor breakfast. Over their second cup 
of co flee. Glenn confided sponsor"- 
long-held ambition to cover a cam- 
paign as it happened. 

Ilavdn Kvans listened enthusiasti- 
cally. \nd. within a few" months he 
was on the long-distance telephone re- 
porting that he had an advertiser 
primed to cooperate in a SPONsoR-re- 
ported campaign. In the final plan- 
ning, however, the advertiser in ques- 
tion decided to remain anonvmons and 
to carefully shield bis sales figures. A 
series of blow -by -blow articles became 
impos-ibh*. \onelhele-- a te>! cam- 
paign was undertaken, designed to 
measure a television stations zone of 
influence. I See "How far out does a 
l\ station sell" sponsor 3 May 1951. 
page 30. lies u lis of ihi.» te-t are cov- 
ered later in 1 1 1 i — repoi 1. 1 

It was not until Ilavdn Iwans sold 



\\ . G. \orthgraves. advertising man- 
ager of Burnham & Morrill, on a com- 
pletely opetl tv* test that the present 
series of article? could be undertaken. 

B4kM agreed to furnish sponsor with 
its sales figures for Green Bay and the 
area within a 100-mile radius — on an 
exclusive basis. The monlh-bv -month 
figures for the first six months of 1954 
appear in the chart above. Figures for 
1055 will he published in succeeding 
issues of sponsor as the\ are tabulated 
by BiM's broker in the territory, the 
Otto L. Kuehn Co. of .Milwaukee. 

Figures for the comparable period 
during 1954 will always he carried 
side by side with 1955 sales to show 
the reader tv results at a glance. 

\\ bile no sales figures had been tab- 
ulated at pressliine. Walter L. Knebn. 
president of the Knebn brokerage firm, 
told si'ONsou *ales for January 1955 
appeared to he up. \mong the rea- 
sons in his opinion: anticipation of the 
l\ campaign by the grocery trade. 

s ale> figure- will be reported to 
sponsor from two zones: \rea A, con- 
( Please turn to page 109) 
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March 2nd half March 

j«. Bread* 18 02. 27 02. Bread 



1st half April 

18 02. 27 02. Bread 



2nd half April 

18 02 27 02. Bread 



1st half May 

18 02 27 02 Bread 



2nd half May 

18 (.2 27 02 Bread 



1st half June 

18 02 27 02 Bread 



2nd half June 

IB 0/ 27 02 Bread 



20 15 



100 



5 10 

5 120 70 70 



15 

MO 45 
100 135 



50 25 

50 10 

250 145 230 150 120 65 

70 50 20 _ . - 

IS Keans, both sizes: ft. .72 I duzen. ISrotvn breud: 3it0 dozen 



20 15 
70 35 
20 85 



25 

30 35 (>() 



25 



III! i) 

10 150 10 
90 235 20 2H0 1115 



o 

!5 ... 

p 

)0 

15 20 



30 30 10 



50 

50 75 
40 30 



50 

50 30 

30 35 

50 20 



25 



JO 35 



ro ioo 



20 70 



20 40 30 



. .. 30 10 30 10 

tlLS ffcniis, both sizes, .'J.OOI dozen. Itrown bread: I .'JO dozen 



90 60 

20 

75 55 20 



50 

70 90 
100 30 
70 



20 
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WBAY-TV WHIPPED UP INTEREST IN TV TEST WITH MEETING FOR GROCERY TRADE. POINTING TO TEST AREA IS HAYDN EVANS 
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Esso: 





news 



t/ 



Despite* entry into tv, Esso lias increased spot radio news budget. 
It's now spending about SI million for newscasts over 52 stations 



2w earh two decades ago Esm> Stand- 
aid Oil Co. began a spot radio cam- 
paign consisting of fi\ e-miiiute news- 
casts. The campaign i> still going. 
\iid it's still growing. 

In an era which has found mam 
-pot radio users diverting some of 
their radio budgets into television or 
other media. F.sso continues to add ra- 
dio markets to its news schedule. From 
an original list of 13 stations m 1935. 
Esso has expanded 1 our Esso Reporter 
newscasts to 52 stations, each of which 
airs the Reporter an average of three 
times a das. sponsor estimates that 



Esso eunenth spends more [ban SI 
million annually on the Esso Report- 
er for radio. And this doesn't include 
extra spot radio campaigns- like one 
now being carried on nearlj 300 sta- 
lions plu- the 52 Reporter outlets. 

Esso experimented with news on tv 
15 \eai> ago, now sponsors a tv ver- 
sion of the Esso Reporter on 16 sta- 
tions and weather reports on two oth- 
ers, sponsor estimates the annual spot 
l\ budget at about Si. 25 million. Bulk 
of tv monev is new monev — not di- 
verted from radio. (In a future is- 
sue SPONSOR will tell the storv of Es- 



so's spot tv news approach and the 
lessons it has learned in translating its 
traditional radio fare into the visual 
medium.) 

Esso actively encourages its dealers 
in smaller markets to use radio. It 
sends special kits to radio stations of 
less than 1 kw. tells the radio outlets 
how to get business from service sta- 
tion operators. Esso doesn't pay a 
nickel toward the time these indepen- 
dent service station operators purchase 
on local radio outlets, yet about 400 
Esso gasoline dealers currently have 
schedules on more than 300 radio sta- 



MAP SHOWS ESSO'S 18-STATE MARKETING AREA, LISTS 52 RADIO STATIONS AIRING AVERAGE OF THREE SHOWS DAILY 




WGUYl Bonqor 

^ WEAN | Peloid 

^WBZA] Springfield 
^JmT] Boston 

WPRO j Providence 
W0RC| Mortfo'd. 
■ jWOR WCBS] New York 
] KYW 1 Phiiodelphio 
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WOE!]] Wilminglon 
^-^JMEgltl fcliimo** 
- | WRC 1 Woihington 
WB0C| Soliitwr 
WRVAl Richmond 

[WTARl Norton 
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■ |WMf0| Wilmmcjloq, 
WBT I Cho'lotte 

HWWNCl *'"«iiie 

lWSPA| Sportonburo 

WIS | C5lumb.o 

WCSC| ChoHeiton 

WFBCl Crrwnvilb 



tions throughout 18 states. 

For nearl) 20 \ears Esso has had 
only one regular radio formula: news. 
Your Esso Reporter is the name gi\en 
Esso-sponsored newscasts on all 52 
radio and 18 tv stations. Hut the pro- 
grams are locally produced. All Esso 
does is supply its stations with stand- 
ard openings and closing and new com- 
mercials. It maintains close touch with 
over-all operation, however. A liai- 
son man from Esso's radio-tv agency. 
Marschalk & Pratt Division of Mc- 
Cann-Erickson, New York, visits sta- 
tions regularly. Hut neither Esso exec- 
utives nor the liaison man attempt to 
tell the stations how the news should 
be selected or edited. 

The Esso Reporter delivers substan- 
tial audiences. Nielsen ratings indi- 
cate the radio version is heard in 
34.2 r -f of all radio homes in Esso's 18- 
state marketing area an average of 5.8 



case history 



times per month. That's a monthly 
average of 6,323,000 homes hearing 
the Reporter for a total of about 37 
million times. (Details later on how 
Esso is able to use national Nielsen 
ratings to determine its total local au- 
dience.) 

Over the years Esso and Marschalk 
& Pratt have perfected their use of spot 
radio until today, the way they prac- 
tice it. it's in about the same class as 
fine art. Not only does Esso get full 
horsepower from the news broadcasts 
themselves, but also the company gets 
more mileage through promotion given 
to Esso and the Reporter by stations. 

Il'7i«# spat? Esso's primary reason 
for using spot radio is its distribution 
area. Esso — a wholly-owned marketing 
subsidiary of Standard Oil Co. (New 
(Please turn to page 101) 



Blow stations promote 'Reporter 



ff hen netv Esso station opened in Portland, 
Me., JTC/f-N 'Esso Reporter' covered dent* 

ff'RCA, New York, gives show plug on its 
big Times Square spectacular moving sign 

If'AOX. Knoxville, broadcasts 'Reporter 
from booth at Tennessee I alley A&l Fair 

2A-sheet posters are used by some stations 
(like WSJS, Winston-Salem) in promotion 

ft WL, New Orleans, uses posters on outside 
oj street cars to plug time show is on 
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Koep away from star names, eon cent rate on ideas J 



11 itli a few advertisers already 
getting out their shovels to pav net- 
work t\ stars next season, admen are 
easting about desperately for answers 
to the dual problem of rising tv talent 
costs and meagre prospects for sub- 
stantial audience increases. 

There is. admittedly, no easy solu- 
tion. But there is a strong feeling that 
.something must be done about talent 
agents calling the tune while adver- 
tisers pay the piper. (See "Talent 
agents: have they won control o\er tv 
costs?" in the previous issue.) A num- 
ber of agency men told sponsor that 
they welcomed its efforts to focus on 
a workable solution. 

The ad agencies are particularly 
frustrated while they contemplate, over 
the long term, the gradual slippage of 
program control from their fingers as 
the magazine format comes to domi- 
nate the network tv picture. Though 
there is a definite fear that the monop- 
oly of star talent by the William Morris 
Agency and Music Corporation of 
\meriea is helping to drive star prices 
out of line, there is also strong resent- 
ment directed at the networks. 

The resentment is twofold. On the 
one hand, sa\ admen, networks are 
bidding up talent costs and concen- 
trating on battling the competition 
rather than paving attention to sooth- 
ing the advertiser's headaches. On the 
other hand, the control over time slots 
and programing by the networks is 
limiting the advertiser's ability to con- 
trol program costs. 



by lien llodec and Alfred J. J<tffe 

Nevertheless, admen feel it is possible 
to moderate the obvious excesses of the 
rat race which always seems to accom- 
pany the star system. 

The most common piece of advice 
offered was: keep away from stars if 
yon po.-sibly can. Said one agency 
radio-tv department chief: 

"Many advertisers would be better 
of! if they concentrated on shows built 
on ideas rather than names. On a 



Are tv costs out of line? 

Despite high prices paid for 
""marquee names" their cosi-per- 
1.000 is low because of big audi- 
ences. Average cost of general 
variety shows in October was 
S'2.93-per-l,000 homes per com- 
mercial minute, according to 
Nielsen data. This was lowest of 
all program types on net video. 
General drama averages $3.68 



show with ideas names are expendable 
and very often not necessary. You may 
not get the biggest audiences in the 
world but arc 20 rating points worth 
S5 million? I don't think so. Yon 
don't even need people on your show. 
\\ hat about dogs? I'm not kidding. 1 
understand one of the two dog shows 
has been coming in at little over $2- 
per- 1,000 homes per commercial min- 
ute. And that compares with the best." 



A number of agency men specifically 
urged the use of more drama shows. 
Said one: 

"One of the greatest accomplish- 
ments of tv has been its drama shows, 
especially the hour-long ones. It's no 
accident that most of them have been 
l mining a long lime. And they do very 
well without stars." 

Another agency man, speaking of 
dramatic shows, said: 

"One thing 1 like about dramatic 
shows is that they "re flexible. You're 
not stuck with a comedy star whose 
material may not be panning out or 
who's gradually being devoured by 
frequency. Each dramatic show gives 
you a fresh opportunity to attract a 
loyal audience. Of course, you have 
to keep up quality. But you re not 
-hick with one theme or one person. 
You ean do comedy, satire, romance, 
mystery, practically anything." 

The non-star shows commonly cited 
as examples of the direction in which 
advertisers can move are N BC s Krajt 
Tv Theatre; the two Edward K. Mur- 
row shows on CBS. Person to Person 
and See It Xow; CBS' What's My 
Line; NBC's Mr. Peepers. While it was 
acknowledged that well-known names 
are connected with some of these 
shows, it was pointed out that they 
are not high-priced names. 

Advertisers, ad agencies and net- 
works were urged to keep a sharper 
eye out for promising new talent and 
be willing to invest in a long-term de- 
velopment of such talent. A lot of ad- 



JiiKM/iiKidon f.v best alterntili w to buying high-priced stars, say Mart* ilifrn.vi !•«» .vcoiifilifj of night clubs (where Danny The 
admen, who cite Ed Murrow's "Person to Person," "See It Now" as examples developed), other sources is urged to avoid reliance on a few big na,w 






alternative to paying their price ? 



.jig, admen advise. But there's a catch: "Ii' one pays, everybody pays 




*A chart on talent agents in previous issue 
showed that WM and MCA are controlling 
factors in 38 out of 57 big name shows 



men feel that there is a shortage of 
top names on tv and that this shortage 
tends to raise the level of all talent 
prices asked by agents. 

Most opinions laid the burden of 
scouting and signing new talent on the 
shoulders of the networks. This atti- 
tude, common among the ad agencies, 
exists with the realization that it will 
do nothing to regain for the agencies 
the kind of programing control they 
had in radio. However, a typical com- 
ment explaining the seeming contra- 
diction was: "The networks have 
helped create this upward cost spiral; 
let them do something to push it down 



again in the future." 

The emphasis on new talent also 
carried over into new program ideas. 
Interest was expressed in the methods 
used by NBC's Pacific division in 
building new shows. What caught the 
eye of admen particularlv was the 
opinion expressed by Frank Geaver, 
the division's program director, that 
the common procedure of picking a 
star and then building a program 
around him should be ended in tv. 

The Cleaver method, taken from the 
movies, where he once worked, is essen- 
tially a svstem of developing shows bv 
stages. It avoids the alternatives of 



turning down an idea cold or laying 
out $30,000 or more for a pilot film. 
It starts out with a writer getting paid 
for an idea, additional pav for a first 
draft of the program and further pav- 
ment for revisions, if necessary. Onlv 
when this point is reached are audi- 
tions held for talent. 

Because of the economv of this 
method, the division now has more 
than 40 "programs" in various stages 
of development. If everv idea accepted 
under the either-or method was made 
into a pilot only 10 to 15 new program 
ideas could be undertaken, according 
(Please turn to page 107) 



ine ill agency-produced shotCS (SSCB's "City Hospl- Pnil<?I shows, such as "What's My Line," prove to admen that a popular 
as casualty) is limiting power to control costs, agency men say show doesn't have to cost a lot of money. Show is one of cheapest on air 
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ABOVE MEMO, FROM ONE OF TOP 20 RADIO-TV AGENCIES, IS NOW BEFORE CLIENT; RADIO RECOMMENDATION SHOWS TREND 

Spot radio: off to fast 'i start 

A SPONSOR survey of reps, 2.> radio-tv agencies reveals upsurge 
in spot radio buying, reevalualioiis of buying strategy 



_M he memo aho\e m;i) he a sign of 
t lie times in spot radio. It's a faithful 
though caicfull) shielded version of a 
recommendation one of t he top 20 
air agencies made to a client. The 
agenc \ urges the adv ertiser to come 
hack to spot radio heavih -- after a 
two-) ear hiatus. 

\ sponsor survey indicates dozens 
of -iinilar recommendations are circu- 
lating today. It all adds up to a re- 
surgence in spot radio interest with 
more account activity dining the first 
few weeks of 195.1 than in the compar- 



ahle period around the start of '54. 

I he memo above is in tune with 
thinking today for other reasons. It 
proposes : 

• A schedule spread over both day 
and night. 

• A liigher frequency than the ac- 
count ever used in past spot radio 
campaigns. 

• A campaign of at least 13 weeks' 
duration. 

• I sc of major t\ markets which the 
account had tended to exclude in some 
past spot radio campaigning. 



It's apparent as \ou talk to the buy- 
ers and sellers of spot radio today that 
this is the pattern which has begun to 
develop for dozens of accounts, spon- 
sor spoke to buyers in 25 agencies 
and most of the leading reps in this 
latest survey of the spot radio scene. 
I See report last issue. 24 January, on 
selling methods in use this year: "Hig 
1955 push for spot radio." page 58.) 

i\ot all the 25 agencies surveyed 
evinced increased interest in spot ra- 
dio. Nor did all the reps queried feel 
that valid forecasts could vet he made 
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for a big 1955. 

"Still too early to draw conclu- 
sions." said one rep, "we've still got a 
tougb fight." 

"You can't count December. It s not 
a t\ pical month," said Y&R's Frank 
Coulter, but lie added, "1 think spot 
radio will have a big 1955. TV costs 
have gotten to the point where an ad- 
vertiser must either sacrifice frequent) 
or reevaluate radio." 

A sufficient number of clients have 
gone on the air during the past few 
weeks with new: and different spot ra- 
dio campaigns to indicate that spot 
radio is being reevaluated. Briefly, 
here are some significant characteris- 
tics of 1955 spot radio buys to date: 

I« There's the return to long-range 
radio buying. "More advertisers have 
come to recognize that the medium 
must be used steadily, ' comments Rob- 
ert E. Eastman, John Blair & Co. v. p. 

Among clients buying on a 52-week 
basis is Vaseline Hair Tonic (through 
MeCann-Eriekson) . This advertiser 
began using spot radio in January 
1954, dropped magazines in order to 
go into the air media. This January 
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status report 

Ifilllllllllllllllllilfliiii 

the firm again bought spot radio oil a 
long-range basis and with an increased 
budget. 

Atlantic Refining and the Insurance 
Co. of iNorth America (both through 
i\. W. Ayer) bought spot radio sched- 
ules for 1955 on a 52-week basis. Says 
Bill Croasdale, Ayer tiniebuyer: 
"There's no appreciable change this 
year, except that we re adding mar- 
kets to our 195 1 list, and we re buying 
on a more long-range basis this year.'' 
More advertisers are Inning high- 
er frequency schedules than ever be- 
fore. "They have found that spot ra- 
dio makes frequent daily advertising 
exposure economically possihle on a 
long-range as well as short-range ba- 
sis," says Jack Hardingham, Headley- 
Reed's radio sales manager. 

Darbasol (through Erwin, Wasey) 
began a 20-week campaign on 10 Jan- 
uary, after having been out of spot 
radio for some three years. The ac- 



count is using 30 announcement? week- 
ly in New ^ ork, 20 weekly in Chicago 
and plans to increase its frequency in 
Chicago. 

"*\\ e went back into spot radio be- 
cause we felt the medium gave us bet- 
ter coverage and more frequent") for 
our budget than an.) other medium," 
says Keith Shaffer, agency tiniebuyer 
for Barhasol. 

Late last fall, P&C, for Tide 
(through B&B), tested high-frequency 
in spot radio in a set area in order to 
correlate sales with the number of an- 
nouncements used. Schedules ranged 
fmm 100 to 400 a week, and, although 
sales results have not all been tabulat- 
ed as yet, l'&G is expected to maintain 
or increase the lev el of its spot radio 
spending in 1955. 

IVestle's Instant Coffee (through 
Bryan Houston) bypasses television 
in 2o out of 35 markets to buy high- 
frequency radio campaigns for special 
price promotions. Nestle's Instant is 
using spot radio differently this year 
than last: short waves of high frequen- 
cy, that is some 50 announcements a 
{Please turn to page 102) 



These are among buyers who have clients active in spot radio 




MacDonald Dunbar, Ted Bates, 
buys powerhouse stations for 
Carter Products for big cities 



Vicki Gundcll, Bryan Houston, 
buys frequency for Nestle's 
Coffee for special promotions 




Bob Wulfhorst, D-F-S, buys 
small-town coverage for Cold 
Medal Flour, a CM product 



Larry Donino, Kcnyon & Eck- 
hardt, buys big-city radio for 
Nabisco's 100% Brand Cereal 



Peter Bardach, FC&B, use; 
day and night radio foi 
Rhcingold in Eastern market! 



Croasdale, N. W. Ayer, 
A to Atlantic Refining's 
schedules in January 



Steve Suren, SSCB, buys day- 
time announcements for Fil- 
bert's Margarine for 26 weeks 



John Marsich, Kudner, buys ra- 
dio for special Cencral Mo- 
tors short-range promotions 



John Widholm, Lenncn & New- 
ell, uses radio to introduce Old 
Cold Filtcrtips in new cities 



Anita Wasscrman, Lawrence C. 
Cumbinner, bought 40 radio 
markets for Q-Tips in January 



QUOTES SHOW RANGE OF REACTIONS TO 4 A's RECOMMENDATIONS 

. ^ 



r r The report is an excellent ami positive step forward in ce- 
W %menting station- agency relations. . . . However, the section 
regarding rates is not so positive as it might be. Certainly it is 
the function ol the agency to secure for its client the most favor- 
able rate possible in each time buy. It is not, however, in my 
judgment, the function of any agency to encourage stations to 
quote rate* which are unpublished — or may even represent a bid 
for business by playing one -tat ion off against another. I have 
personal knowledge of several instances where reputable agencies 
have whipsawed station against station by claiming their ability 
to secure unpublished prices for time. This can only result in 
further pressures being brought to bear .on stations and conse- 
quent^ further lowering of the agency's impression of radio. It 
sets station against station in open price competition which may 
temporarily be to the advantage of the advertiser or agency, but 
which in the long run can only work to the detriment of all radio. 
Therefore I would like to si*e the -ection on Rates state positively 
that all agencies -lintild not seek rates which are not published. 
As a matter of fact, as mo«l agencies realize, there is great danger 
to any agency which buys from unpublished rates, sjuce that 
agency ha? no assurance that it has received the lowest rate possi- 
ble. As a code, the report is fine, but does tlie 4 A's intend to 
implement it? Will broadcasters who feel that the code is being 
violated by a partieular agency have any recourse? Does the 4 A's, 
by any chance, propose to allow its Broadcast Media Committee 
to be the place where broadcaster grievances could be referred 
so that the 4 A's could investigate such grievances? Ami would 
the broadcaster who resorted to notifying the committee be pro- 
tected from identification? It .seems to me that this code needs 
implementation. Such a procedure as outlined in the above ques- 
tions might accomplish just that. If all stations who had a gripe 
about the way they were treated in regard to the provisions of 
this code would write the 4 A's no formal machinery might i 
even be needed. Benedict Ginibel. Jr. Pres. W'lP, Phtla. 

* * * 
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/ / I believe this is a needed and valuable policy statement. It 
• w will certainly work to the advantage of both media and 
agencies as time goes along, espeeially if the statement is given the 
widest possible distribution by ageney principals and media own- 
ers. We have long had a similar expression of policy for print 
media and it has been moM beneficial through the years. I believe 
it vital that everyone in the industry concerned with broadcasting 
read the language carefully and. above all, take it seriously and 
live up to the ethical standards which it elearly slates. Win. A A 
R. linker, Jr. Bd. Chum. 4 A\ and Ration <£- Bowles. 7 7 



* * 1 am in fidl agreement with regard to (1) publicity. (2) 
% % programs and commercials and (3) operating in the public 
interest. As to ( \) rates and (.>) merchandising cooperation, 1 
am in substantial agreement with some qualification. While I 
agree that the ageney is bound to seek for its client the lowest rate 
available for any class of advertising, 1 do not agree that it he- 
comcs the responsibility of the advertising agency to encourage 
the broadcasters to publi-h any special rate they may make. While 
1 agree that as a matter of ethics and pood business, whatever rale 
is made to one should be made available to all. it is my opinion 
that the responsibility rests with the broadcaster to make this 
known. In my opinion it would be presumptuous of the adver- 
tising agency to tell a broadcaster to do it. As to merchandising 
cooperation, 1 agree that the advertising ageney may accept what- 
ever merchandising cooperation a broadcaster makes available. 
However. I do not necessarily agree that ageney people should not 
demand or encourage other -crviees. It then becomes a matter of 
determining what are excess -erviees or what free services are not 
a proper function of broadcasters. Here, too, I think the respon- 
sibility rests with the broadcaster. Because of the Variance in 
merchandising service- offered by stations, including the fact 
that some station- offer none, 1 think it is the responsibility 
of the merchandising agency to try to get from any broadcaster 
such merchandising services a- are maximal with the stations 
that do make these merchandising services available. 



r r ... It is regrettable, and 1 might add embarrassing, that a 
W %-ituation exists in which the 4 A's has to put into print 
these recommended 'rules of the road' for broadcasters. The many 
items covered . . . are really the provinces and obligations of the 
radio stations themselves. Responsible broadcasters run their 
respective bnsine--es and stations with the highest of integrity 
and adhere rigidly to sound business practices. . . . For these 
broadcasters, the recommended practices, as proposed by the 4 A's 
are superfluous and unnecessary. Other broadcasters, for whom 
the-e practices have been published out of necessity, should im- 
mediately lake steps to correct their operations in an effort to bring 
them in line with those 4 A recommendations. ... If each broad- 
caster complies, [this] will do much to raise radio from its present 
day 'left-over' status in advertising budgets to that of a pri- 
mary medium. . . . E. O. Wjnyne. Sis. Mgr., WJR. Detroit. 
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/ f The recommended Practices of A AAA is an important con- 
• W tribution to the improvement of the already excellent rela- 
tions between this important group of buyers and the sellers of the 
radio industry. It goes about a- far as any group can agree to go. 
Most of the minor irritations that exist in the relationships of 
agencies and broadcasters are beyond the scope of a document like 
this because they stem from the manner in which an individ- 
ual agency runs its own shop. Kezln Sweeney, Pres. RAR. 
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/ / An agency has no choice but to accept a good deal if a sta- 
™ w tion offers one. It is obliged, in fact, to seek one on behalf 
of its clients. However, demands are out of order. We think we 
adhere to the recommendations but such code- perform a useful 
function. They set up standard- that you try to live up to. The. 
4 A's document should lie circulated widely within agencies, and 
discussed. It might well be utilized at training meetings. 
Lloyd Baillie. Vice Pres. Head Plans Board. SSCB. 
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/ / . . . A credo is only as strong as tlie will of its participants 
w w to hold to it. Freedom of interpretation should exist, but full 
and complete consideration must be made of other participants' 
views. But tackled with the right -pint and complete sincerity by- 
all concerned, the \ A's recommendation-* are to be highly 
applauded. Jos. J, Weed, Pres. Weed Television Corp. 
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Eui'il Mogul, President. Emit Mopnl (.oinpany. Inc. 
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S / Most agencies, are behaving themselves. We refused the ra- 
W w dio billing of a client a few >ears ago who wanted to buy off 
the rate card. But it is an agency's duty to its clients to look 
into any packages stations submit. Both parties, in other words, 
should abide by the same code. Our position must be that we 
are entitled to the same deal a- anyone ebe. It is our experience 
that the best stations usually will not make a deal. The station 
which starts out by offering too much to one agency ma\ finally 
wind up unable to supply anything. Stations can do much toward 
setting up de-irable agency relations by sticking to their q £ 
guns. Whitney llartsliornr. Off. Mpr. liririu Wasey. 7 7 



/ / We think (be recommended practices for ad agency people 
w w in their relation- with broadcaster- as approved by the AAAA 
is a significant and constructive step. It i- further evidence of the 
important progress thai is being made in client-media relations, and 
we feel the program will have highly beneficial effects within^ £ 
the industry. /. Van VolUenhnrp. Pres. CBS TV. 7 7 

* * » 

✓ / \ station whose sales practices approach those employed in 
• w an oriental rug bazaar is digging its own bu-ine-s grave. 
They deprecate their own media and certainly make no friends. 

\gcueies who look for the 'deal' buy aie in the same category ami. 
project thcin.-clvcs into a precarious position with their cli- a a 
ruts. . . .77mm. B. McFadden. V.P. Dir. MIC Spot Sales. 7 7 

(Quotes continue page. Ill) 
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Reactions to I I n radio-It stand 

Rate and merchandising' .statement wins approval, lint also raises questions 



••y'his is terrific, a great help to sta- 
tions in stiffening resistance to deals.' 

"They ve come out in favor of moth- 
erhood and country." 

"We like it, but why can't they put 
some teeth into it?" 

These three quotes, composites of 
statements made to SPONSOR, sum up 
broadcaster reactions to the American 
Association of Advertising Agencies 
recommendations against special rate 
deals with stations and other improper 
business practices. I lie recommenda- 
tions, first ever to be published by the 
4 A's on relations between agencies 
and broadcasters, appeared in full in 
the last issue of sponsor. 

Summed up, broadcaster opinion 
had these facets: 

1. There was wide agreement that 
no matter how many codes are issued 
or statements promulgated, the buck 
rests with individual stations. It's 
their responsibility to operate on a 
firm-rate basis and nothing can do 
more good than broadcaster resolve 
to operate without barter, station men 
and reps agreed. 

2. However, some suggested that 
the 4 A's could help to relieve what 
was regarded as unfairly severe pres- 
sure from agencies by putting teeth in 
its recommendations. Bernard Gim- 
bel. president of WIP, Philadelphia, 
suggested the 4 A's radio-tv commit- 
tee could act to bear station com- 
plaints. He feels station suggestions 
could be used as a guide for the com- 
mittee in its action, without identifica- 
tion of the station. (See statement 
from Gimbel on page at left.) 

3. Station representatives stressed 
that the problem of rate deals went far 
beyond the matter of bargaining for 
special prices. There's strong feeling 
among many reps that the problem of 
dual station rates — national as well as 
local — is a grow ing menace to both the 
broadcasting industry and agencies. 
Robert Eastman. John Blair executive 
v. p. and chairman of the Station Rep- 
resentatives Association committee on 
rates told sponsor: "Up to 50 major 



national advertisers have been trying 
to get local rates in radio through dis- 
tributors and retailers.*' 

SKA believes the solution lies in es- 
tablishment of a single rate system. 
In the meantime, Eastman urges that 
the 4 A's take a stand against efforts 
of advertisers to obtain local rates. 
Implicit in rep warnings to agencies 
on the issue is the possibility that 
agencies will suffer if the advertiser 
seeks to place his national spot cam- 
paign on a local basis. 

4. Sonic of the not-to-be quoted 
comments indicated the heat of the 



Rt rvfttiiuvdrd I'mcticei 
> 

Advertising Agatcy People 
hi their Relations with liroculatsters 



(-ttbrurrsri ON PRO.Vt AS! MI.U 



Copies can be obtained by writing -to 4 A's. 
Recommendations were in 24 Jan. SPONSOR 



issues stirred by the 4 A s. Said one 
rep: "■There's a t\ code on program- 
ing but bow many low-cut gowns do 
you still see? I'd estimate that about 
2,500 radio stations out of the 2,600- 
plus are guilty of special deals. And 
all agencies demand deals when they 
can get them. The 4 A's recommenda- 
tions are meaningless. The guys who 
sit on the board just don't know what's 
happening." 

Agency reaction can be summarized 
in these highlights: 

1. Asencx men sa\ that better ajren- 



ries observe the code anyway. They 
point out. however, that agencies are 
duty-bound to seek out the best rate 
and merchandising possibilities for 
their clients, that they would be fool- 
ish to turn down a good deal offered 
by a station. One agency president, 
Emil Mogul, said that it is "presump- 
tuous" of agencies to advise stations 
to publish all rates, though like others, 
he wants to be assured he is getting 
the same treatment as competitors. 

2. Agencies universally want to be 
assured of getting a deal as good as 
the next fellow's, which is why, says 
Erwin. Wasey General Manager Whit- 
ney Hartshorne. "the station that starts 
out offering too much to one agency 
may finally wind up unable to supply 
any thing." 

3. In the long run, say ad men, 
the rate-cutter cheapens his station. 

4. Agency heads believe the code 
can have a long-range salutary effect 
as a standard setter, but that it will 
require education on the subject with- 
in agencies to produce results. 

5. Most important of all. in the 
view of a 4 A's director and big-agen- 
cy topper, is the fact that "the major 
purpose of the recommendations is to 
encourage the broadcasters to run the 
kind of business they should." 

SPONSOR queried all segments of the 
industry, and received replies from 
broadcasters, agencies, representatives, 
trade associations. Respondents range 
from William R. Raker, Jr.. Chairman 
of the Board of the 1 A's and of the 
Benton & Bowles agency, to non-4 V 
member Emil Mogul, whose agency 
has been in the forefront of the dis- 
pute with reps over efforts to get local 
rales for his Rayco account. Among 
the most skeptical of respondents is 
William Caskey. General Manager of 
Wl'EX. Philadelphia, who writes that 
the 4 A statement will hardly solve 
anything by nierelv ''purporting to 
wish that this situation would go 
away." Statements begin on the op- 
posite page. 



★ ★ ★ 
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PART TWO 

OF A THREE-PART SERIES 



Look-alike tv plugs weaken »jj 




here once was a millionaire named 
Obvious Adams. lie gol thai way by 
solving everybody s big business prob- 
lems through a method overlooked by 
most of Ins fellow men. lie did tlie 
obvious. 

Doing the obvious is no trick with 
us television copywriters. It's the easy 
way out. Often a fairly safe and sound 
prac tice to boot. Trouble is, after a 
time we all gel so confounded sound 
iri our thinking we begin to look alike 
and talk alike. And our commercials 
do. loo. 

So what's the answer? Avoid the 
obvious? As far as the v ideo portion 
of our commercials is concerned, per- 
haps this is the road to recognition. 
It takes guts for a copywriter to fol- 
low it. And the fewer who have the 
guts, the better for those who do. 

Research today provides a pitfall for 
the copywriter inclined to lean on the 
picture-cliche. Certain research lnis 
now provided some generalities about 
food commercials: '"If \ou're selling 
food on tv . show soniebodv eating it." 
The implication is that blunt, so it 
doesu t take brains and daring for 
any copy writer to comply. 

Hut wait a minute. In my own pri- 
vate li-t of Three Great Food Commer- 
cials now on television, only one shows 
anybody eating. In that one. a little 
girl is devouring a hunk of cake as 
big as her bead. Hut there's a twist. 
No awkward posing here. She's got it 
smeared all over her face. She knows 
and the v iewer knows she s enjoying 
that cake. 

Then there's the weeklv series of 
chccc commercials, shot entirely in 
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closeup, casual voice-over, 
luscious ways of serving cheese with 
other foods and by itself. Nobody is 
eating it on camera, but my wife is 
drooling on sofa. 

And what about thai slice of rye 
bread which eats itself away, bile by 
bite, in 20 seconds? Looks delicious 
without any body to stare me down a* 
he eats it. 

This is no brief against showing 
characters eating food in food com- 
mercials. It is a brief for avoiding 
the obvious — for working harder to 
create new and different visual se- 
quences that could prove to make your 
sales messages all the stronger. Hut 
once you achieve it, don't rest for a 
minute. Others will follow, so keep 
on the move. 

Proper! V applied, modern-day tele- 
vision research can be valuable to a 
copywriter. Improperly applied, it can 
make hint picture-lazy. Those who ap- 
ply it improperly are those who are 



LAST ISSVE (2t Jan.) 

Arc tv vamnwreittls yetthiu 
wtu'd-lazu? 



slaves to generalizations from research 
findings. If research, for example, ob- 
serves lhal from a group of food com- 
mercials tested, those which contained 
eating scenes scored highest, it is not 
always accurate to conclude that fu- 
ture commercials should necessarily 
picture eating scenes. i\o research can 
ev er offer a formula to crealiveness — 
and research experts are the first to 
admit it. No research can ever give a 
copywriter that one great visual idea 
that will set him above and beyond his 
competitors. It's onlv after he has the 
idea, and expresses it in an actual 
commercial, research can move in and 
tell him how great — or how lousy — it 
was. 

From the picture point of view, many 
tv commercials featuring on-camera 
personality selling really get lazy. Of- 
ten \ ou are forced to begin with three 
constants: (1) your product. (2) the 
man or woman who sells it. and (3) 
(Phase turn to page 9") 



COH/Afi (2i Feb.) 



Arc tv coiiiiiicrciof.v netting 
talont-luzu? 



Arthur llellaire. author of this scries, is v.p. 
in charge of radio and tv commercial copy at 
lilt IKK hi. his three articles, lie deplores the 
various imitative ruts into which lie feels 
most tv commercials hare fallen. Here. lie 
points out trite scenes, poses, camera antjhs in 
video plugs irln'cli have hij iioiv become " picture- 
cliches," He offers suggest ions for fresh 
variat ions, mains pt<a for more imagination 




ommertials gel I in 




issages says Art Kellaire. Copyuioii must seek now, different visual ideas 




Usual l*oice»€iiiri»f«<*e approach shouldn't be 
expected to hold viewers still, compete with 
between-the-acts toilet habits. Use originality 



Avoid the obvious. In food commercials, it 
isn't necessary that the food be eaten. It can be 
effectively presented and sold in other ways 





Amionncev-behintl-tlesU should not be over- 
used. It is inexpensive but it is possible to 
spend even less and still be more interesting 



Steer aivny from trite poses when showing 
someone holding your product. No one ever 
went wrong showing product in clear 




Cartoons by Alphonse Normandla 



"a filmed version of 'Hit Parade' . . . but it's got far more in terms of style and 
class which is saying a lot . . . everything about the show spells quality ... a sure 
fire vehicle for any type of sponsor be it institutional/ hard sell or any other/ 

VARIETY 




Music to the ears of discriminoting regional 
and local sponsors seorching for a new 
TV show thot spells 

w w -SALES! 



S 




but already snapped 
up in 20 markets by top quality adver- 
tisers like : 

PACIFIC TELEPHONE 

(California, Washington & Oregon), 

UNION PACIFIC RAILROAD/ 
TOWN TALK BREAD/ 
KINGSBEER/ 
WORTHERN BANK & TRUST/ 
PEOPLES TRUST & SAVINGS 



sllywood's most attrac- 
tive, newest singing sensations JOAN 
WELDON ond BYRON PALMER ond one of 
the country's fovorite recording groups — 
THE PIED PIPERS. 

^tOC^Ce^/ Jack D enove,who super- 
vised the stort of "Your Hit Porode" on TV, 
MUSICAL DIRECTOR — Nelson Riddle. 
CHOREOGRAPHER-Dovid Lichine. 



<SzcA So#tf y£^ of a , 

favorites ore spectacular production nuti 
bers inspired by o heortworming them 
such as "SHOW BOAT DAYS" . . . "ACAf^ 
EMY AWARD WINNING SONGS" . 
"THE ROARING TWENTIES" . , . "SALIH 
TO LATIN AMERICA". 





". . . probably the best musi- 
cal show ever done either 
live or on film for televi- 



sion. 



BILLBOARD 



". . . the brightest, most 
tuneful/ most scenically im- 
aginative half-hour of music 
yet brought to TV." 

SAN FRANCISCO NEWS 



"At last television is present- 
ing a top quality musical 
show . . . you'll come away 
shouting/ 7 

SAN FRANCISCO CHRONICLE 




superlative Singing. Entrancing Dancing, 
iuperb Staging. 

b THE FUN SHOW OF THE YEAR. 
C 0R THE WHOLE FAMILY! 





Don't delay. 

Strike it program-rich while YOUR area is still available 

WITE! WIRE! VHONBI 

m OFFICIAL FILMS,. N c 




25 WEST 45th ST., NEW YORK 36, N.Y. * PL 7-0100 

Atlanta • Baltimore • Beverly Hills * Boston * Chicago • Dallas * Detroit * Minneapolis • St. Louis 



THE STAR AND THE STORY • MY HERO - COLONEL MARCH OF SCOTLAND YARD 
SECRET FILE U.S.A. • TERRY AND THE PIRATES • TUNE-0 • TOWN AND COUNTRY TIME 



THE CRITICS TALK 

about that terrific new musical film show 



"EDDY ARNOLD TIME 



says 



Billboard: 



"'Eddy Arnold 
Time' shapes up 
to be one of the highest potential TV film 
vehicles. There's no doubt that this show 
will stack up as winner and possibly rank as 
another Liberace. 

"The show follows a definite format with a 
unique utilization of a music base flavored 
with a story line. It seems to this reviewer 



says 



Variety: 



"This series has a lot 
of things going for it 
in the admittedly rugged musical telepix 
sweepstakes. It marks the telefilm debut of 
Eddy Arnold, whose name needs little pre- 
selling what with his RCA Victor recording 
sales now at the 30,000,000 level . . . And while 
Arnold, and rightly so, is the kingpin, it's more 
than a singleton effort, as he's aided and 
abetted by a worthy supporting cast in the 



that several innovations production-wise, will 
prove standard operating procedure for this 
as well as many other shows using songs and 
music. 

"All in all, the show rates as one of those 
few which are ideally suited for a million and 
one sponsors, and this probably is going to 
be the least of the worries confronting the 
property."— Steve Schickel 



person of Betty Johnson, a pert, telegenic lass 
with pipes to match, the Gordonaires, a real 
pro vocal quartet, and Hank Garland and 
Roy Wiggins, guitar specialists . . . 

"With host Arnold projecting potently 
throughout, this project has a folksy appeal 
that escapes the strict country and western 
idiom without alienating the c&w fans. It 
could well be the first big telepix winner bear- 
ing the Windy City dateline." — Dave 



says 



Janet Kern: 



"The producers will 
have the show spon- 
sored and on the air in time to cash in on the 
mammoth January publicity drive which 
RCA-Victor is planning in celebration of 
Eddy's 10th year with them. 

"The show may have a good chance to 
"make TV film history of the Liberace sort. 

"Eddy Arnold Time" ... a thrilling new half-hour musical film series . . . 

featuring America's all-time singing favorite, Eddy Arnold . . . supported by a clever, talented cast. 



Arnold has sold over 30,000,000 records in 
the 10 years (none of his discs has sold less 
than 250,000 copies). When he replaced 
Dinah Shore on TV last year, some of his 
popularity ratings were higher than Dinah's 
... in fact, there were times he outrated 
Eddie Fisher, with whom he alternated." 
— Chicago American 



We've Got 'em 



Prices, brochures, audition prints, order blanks! 26 half- 



hours now in production, ready for January release. Let's hear from you! 



waiter SCHWIMMER CO. 
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Scope: Tv film men predict a boom year and $80 
million gross in syndicated tv fdms and features 

Competition: Top firms make money, but rivalry 
is keen and mergers of syndicators are common 

Selling: Price spread can range from thousands 
to a few dollars weekly per market for tv fdms 

Clients: Syndicator-sold shows are aired at many lev- 
els, from network to local, as result of quest for sponsor 

iV <.*H5 films: Producers are busy developing new 
formats, from soap opera to cloak-and-sworders 

Color: Most production continues in black and 
tvli it e, but a few firms are rolling in color film 

Hescarch: Vp-to-dnte. charts by Alttt and Xielsen 
show audience compositions, rerun film audiences 
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•\o business for amateurs** is how film men describe i 



j^M ou " than $00 million worth of gross business will be 
done in 1955 in made-for-tv syndicated films. And another 
£20 million gross will be done in feature-length movie 
packages. That s the concensus of guesstimates from key 
executives among the 125 companies that make up the 
rambling, scrambling syndicated tv film industry. Total: 
$80 million or more. 

About So million woith <d this sum will be in program 
film sales to sponsors who will air their film purchases on 
all of the three learliug tv networks. Syiulicators or svndi- 
cator-producers who landed business at this level include 
Screen Gems (Father Knows Best, Rin Tin Tin, Captain 
Midnight) via General Artists Corp.: Television Programs 
of America ( Halls of Ivy, Lassie. Captain Gallant ) and 
Official Films (Four Star Playhouse) . MCA-TV, one of 
the "Big Three'" sy ndicators, has no syndicated property 
direct!} on the network, but does handle the sale, of many 
packages at network level through its regular talent rep 
functions. SO also produces Ford Theatre (NBC TV). 

Some S12 million worth of film series will be contracted 
this year by national and regional advertisers for spotting 
on multi-market station lists that may run anywhere from 
five or six outlets to over 100 stations. A few: Ziv's Eddie 
Cantor show for Ballantine in 26 markets: MCA -TV's 



Soldiers of Fortune for T-l p in over 100 markets, starting 
in April: CBS T\ Film Sales' Annie Oakley for Tv Time 
Popcorn on alternate weeks in 115 markets: Guild's 
Liberate for Bowman Biscuits in 12 markets: NBC TV 
Film Division's Badge 711 (Dragnet rerun) in 32 markets 
for Pure Oil: ABC Film Syndication's Passport to Danger 
in seven markets for Welch's Grape Juice. 

The bulk of the syndicated business in tv-tailored film 
series — about $40 million worth- — will be done at the 
local level through sy ndicators' sales staffs. These local- 
level sales, film men estimate, will be split almost evenly 
between stations, and local agencies and advertisers. 

Almost all of the feature film packages — such as those 
of Associated Artists, General Teleradio", Hollywood Tv 
Service, Guild Films (formerly the MPTY feature group) 
and Hygo — are sold directly to stations. Sales calls are 
rarely made by distributors on major ad agencies and clients. 

Top spot advertisers, however, are taking much more 
notice of feature film packages these days. This is particu- 
larly true of premium packages around which special pro- 
motions revolve. A good example: General Teleradio's 
Million Dollar Movie package showcased on WOlt-TV, 
New York, which now has eight participating sponsors at 
$4,175 a week apiece in the multi-exposure showings. Over 



ItudtfVts: Production spending is reaching new heights. Ziv's 
"Eddie Cantor" show costs $55,000 weekly to produce in Hollywood. 
Shooting is in color. Show is sponsored in 201 U.S., Canadian cities 



SIvrifrrs: Competitive pressures have forced many syndicators 
into 1954-55 mergers. Biggest was between MCA-TV and UTP last fall. 
Tie-up gives MCA 22 shows, such as new "Man Behind the Badge" 
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4n and headaches 

s jiclicalocl television field, in wliieli you can 



50 stations have bought the first MDM package, and many 
ieps are now pitching slots in it to agencies. 

The biggest business is still in made-for-tv-films. At a 
glance, the field looks like a real gravy train. It isn't. 

Less than half a dozen companies are reall) making 
money in s\ ndicated tv films. Another half dozen or so are 
important factors in the business, but several are shaving 
their profit margins paper-thin. The rest are hanging on 
by their teeth, or else are specializing in some form of 
programing such as cartoons or educational pictures. 

In 1955. the s) ndicated film business is one of extremes: 

• The pricing range is almost beyond belief. A new 
show in the top market, for example, may command a 
price of up to $5,000 weekly. A rerun show in a small 
market may be grossing as little as $10 weekly. 

• The success of a few firms continues to be meteoric. 
But in the past year there ha\e been more than half a 
dozen menrers and consolidations of s\ ndicators who had 
been financially backed against the wall. 

• S) ndicators are playing a wide variet) of sales angles. 
Often, they will try several at once. A few are virtually 
shifting to production for network airing. One, Guild 
Films, is now in effect in open competition with networks. 
Others are concentrating on big multi-market sales. Still 




rich or poor overnight 



more are centering on station and local-level sale-. 

• The market is flooded with syndicated film properties: 
there are literally hundreds of series available. Producers 
and s) ndicator-producers today are being forced to break 
auaj from stereohpes and to find (or invent) new types 
of programing. In addition, budgets on existing shows are 
being tipped 20 to 30 r v' . 

• Color filming en masse in the s\ ndicated field just 
hasn't materialized. About o0% of new production foot- 
age will be black-and-white. But some producers are 
gambling on a 1955 or 1956 materialization of color tv in 
U. S. homes and are shooting all (or nearh all) of their 
programs on tinted film. 

• Price-cutting, bargaining and various types of tie-in 
package "deals" are common in the syndicated film indus- 
try today. Prices at which some s\ ndicators are selling 
existing film series in the top 50 markets are an\ where 
from 10 to 30' f below those of last jear for man) shows. 

That's the situation in brief. 

On the pages following, are more details on the syndicated 
film field today. Information was gathered b) sponsor 
editors through a series of extensive personal interviews 
w ith executives of the major s\ ndicators and syndicator- 
producers. * * * 



If«&)V fif ill ill*/: A few firms are shooting in color. But most new Musicals: One of new program film trends is to fancy musicals, 
production, such as shown below on "His Honor, Homer Bell" (syndi- such as Official Films' "This Is Your Music." Growing list of spon- 
cated by NBC TV Film Div.) is b&w. Reason: Scarcity of color sets sors includes Pacific Tel and Tel in 14 cities in three Coast states 
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FILM: new sales gimmicks, new shows 



new on 



Multi-market: Budweiser recently bought 
"Damon Runyon Theatre." Here, D'Arcy ad- 
men Roland Krebs, Jack Macheca (center 
two) confer with Screen Gems' Ralph Cohn 
(left),GAC's Pat Lombard on 50-market deal 



IQTS. 




Merelttl lllf ixilir/: Syndicators build audi- 
ence, gain sales prestige for their shows 
today by developing many merchandising 
angles. Michael Sillerman, TPA chief, and 
Jerome Capp, discuss tie-ins for "Ramar" 




Film "network": Guild Films has time- 
and-program sales plan with over 50 Vitapix 
stations and such shows as "Liberace." Brother 
George and KBTV's Bill Michaelson chat with 
pianist star before products of regional client 




ftf'l-llll.s: Market is flooded with film re- 
run shows, but best ones play on and on. 
Gene Autry films of CBS TV Film Sales have 
been shown as many as 17 times in a single 
market (Chicago), still draw ratings, clients 



COMPETITEOX: razor-sha rp 

Syndicated films continue to offer 
the lure of million?- of dollars in reve- 
nue to those who make the grade. 

E\ en major Hollywood >ludios, like 
20th Century-Fox and Republic Pic- 
tures, are currently eyeing big-time 
film syndication and have started 
edging into it. Fox is now planning to 
rent studio spare to film producers and 
>y ndicator-producers. is thinking seri- 
ously of tapping its own huge resources 
to enter tv film production. Republic 
has signed a $4 million deal with Sax 
Rohmer for the Fit Manchu properties 
that includes a series of half-hour syn- 
dicated telepix. 

At the top of the heap among syndi- 
cators are such firms as Ziv, MCA-TV 
and Screen Gems. This "Big Three" 
group are thumping monetary suc- 
cesses; each grosses well over the $10 
million-annual!) mark and shows a 
substantial net profit. Although their 
chief reason for success lies in the 
quality of their present tv properties, 
each of these firms has been back- 
stopped in its growth by the financial 
resources of large, experienced parent 
companies. 

Ziv for years was by far the biggest 
and wealthiest radio syndicator. MCA- 
TV is the offshoot of one of the two 
leading talent agencies and has top- 
level sales and film talent contacts. 
Screen Gems is a subsidiary of Hollv- 
wood's Columbia Pictures {Caine Mu- 
tiny, etc.) and has the facilities of one 
of the best studios on the Coast at its 
disposal. 

Television Programs of America. 
Official Films and Guild Films have be- 
come notable successes in the svndiea- 
tion field without being linked to major 
parents. All of these, however, have 
been the product of shrewd mergers 
and clever salesmanship which have 
thrust them into the front ranks. The 
network-owned syndication firms of 
ARC, CBS and NBC tv webs have been 
successful, although not in a class with 
the top industry leaders. 

But in the past 12 months, there has 
been a round of mergers and consoli- 
dations that have made trade headlines 
again and again. The trend of old 
firms folding and new firms forming is 
likely to continue in 1955, bv all ex- 
pectations. The big ones get bigger. 

More than a dozen series from 
I inted Television Programs includ- 
ing Waterfront, Heart of the City. Lone 
Wolf and Mayoi of the Town were 



taken over in late 1951 by MCA-TV. 
\\ ynn .\athan, former v.p. of UTP, 
became a v.p. and general sales man- 
ager of MCA-TV Film Syndication. 
The move gave MCA-TV almost 
two dozen made-for-tv film series to 
sell in syndication. 

The fall also saw a linking of Guild 
Films, which has become a major syn- 
dicator in less than four years, and the 
station-owned Vitapix operation. Thus, 
Guild has a time-and-program tieup 
with stations in nearly 50 markets to 
cover such Guild properties as its new 
Ina Ray Huttan Show, Liberace, Life 
with Elizabeth and others. Late last 
month. Guild acquired the feature film 
packages of MPTV, which had been 
rumored in bad financial straits for 
nearly a year. 

1 here have been several others. 
MP l V turned its loeal-level syndication 
selling over to vet another merged 
group, UM&M. The re-activated Fla- 
mingo Films took over United Artists' 
Cowboy C-Men and also the Vitapix 
feature-length films made in Europe by 
Princess Pictures. National Telefilm 
Associates merged with Comet Tele- 
vision. Official Films took over the 
feature pictures sold by Lippert's Tele- 
Pictures. Consolidated TV Sales, one 
of the syndicator pioneers, joined 
forces with George Bagnall. 

The situation was summed up by 
John Mitchell, v.p. in charge of sales 
of Screen Gems, when he told SPONSOR: 
'To be successful in the tv film field, 
you've got to be a show man, a prophet, 
a great salesman and a good credit 
iisk. Syndication is definitely no busi- 
ness for amateurs." -* -* * 

SELLI\G: poker face neetletl 

The top syndieators today can name 
a price and get it provided the show 
is new, good and in demand on the 
part of stations and advertisers. 

Ziv, for instance, made many a syn- 
dicator turn green with envy when it 
asked for — and got a reported $5,000 
weekly from Ballantine for just the 
New York market in the brewery's 26- 
market spread with the Eddie Cantor 
Show. Although the production budget 
on the Cantor show has. according to 
Ziv President John Sinn, been running 
at "more than $55,000 weekly in the 
first cycle," Ziv now stands a good 
chance of getting it back, plus a nice 
profit, on the first run. The show, at 
last count, was sold in over 200 mar- 
kets in the U.S. and Canada. 
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[if plans of industry are clot ailed in report he low 



But syndicators whose lists of prop- 
erties lack big-name value and look 
\ery much like similar lists of prop- 
erties are forced to use other tactics. 

A few syndicators are try ing to keep 
up their sales pace through the use of 
'"bulk" or "library" sales deals to sta- 
tions, particularly new outlets in new 
markets and uhf-ers in "mixed" mar- 
kets. Instead of purchasing a single 
series, a station may, under such a 
plan, sign up for a whole library of 
film series at a low per-show cost. Na- 
tional Telefilm Associates, which has a 
library plan whereby stations contract 
for as much as 1.000 hours of pro- 
graming, may get as little as $10 week- 
ly per rerun show from small stations 
in small markets. 

In between such extremes of pricing, 
almost anything goes. Some salesmen 
manage to maintain firm price struc- 
tures because their shows are "hot." 
Others conduct their business in the 
classic tradition of poker-faced horse 
traders, with the seller quoting a too- 
high price and the buyer a too-low 
price until a compromise is reached. 

"Cut-price selling is one of the 
toughest problems we've got to face in 
film syndication," said Don Kearney, 
sales v.p. of ABC Film Syndication. 
"There's no industry-wide policing by 
an industry organization. Stations now 
haggle on almost every local-level syn- 
dicated sale, and brag to their friends 
if they can knock the price down. In 
the top 50 U. S. markets, show prices 
have generally been forced down as 
much as 30%, except for a few 7 top 
programs." 

Is there such a thing as an "average 
price" for a half-hour film show? Film 
men queried by SPONSOR didn't for the 
most part think so. But continued 
questioning produced a "loose average" 
of around "$700 weekly" to sponsors 
for a strong show on a good station in 
a major market today. 

In explaining the wild pricing prev- 
alent in the industry, several film men 
pointed out that there's a reason for it. 
".Market-by-market pricing can depend 
on as many as a dozen variables — any 
one of which can change at almost any 
time," is how Jake Keever, national 
sales manager of NBC TV Film Divi- 
sion put it. 

These factors, as sales executives 
describe them, vary from the size and 
importance of the tv market, the im- 
portance of the station involved, the 
time rates on the station, to the sta- 



tion's network afliliatiou. Other fac- 
tors: the general degree of competition 
in the syndicated field; the number of 
other shows of a similar type on the 
market; the age and "run" (first? sec- 
ond? subsequent? ) of the film; w heth- 
er or not the market shows a growth 
potential in tv sets: whether or not new 
stations are due to come on in the 
market; the degree to which the profit 
margin of the syndicator can be 
trimmed. ★ ★ ★ 

CLli:\TS: at cicri; level 

The film syndication industry often 
looks as though it can't make up its 
minds about whom it's selling to. 

• Screen Gems, for in>tance, is defi- 
nitely 7 in the orbit of network film pro- 
ducers and program sellers. Accord- 
ing to sales v.p. John Mitchell, the Co- 
lumbia Pictures-owned firm draws 
"about 70% of gross revenue from 
shows aired on networks, about 20% 
from various forms of syndication, and 
the rest from film commercials." 

• Television Programs of America 
will shortly have the same number of 
shows (three) on the networks as 
Screen Gems, but will draw up to 50% 
of its expected 1955 revenue from 
straight syndication. TPA looks upon 
a network-aired show partly as a reve- 
nue-earner, partly as a prestige item. 
Stated Michael Sillerman, executhe 
v.p. : "Local advertisers are happy to 
do business with a company that pro- 
duces films like Halls of Ivy and Lassie 
carried on national networks. It's like 
buying a car from General Motors or 
buying a bridge from U.S. Steel." 

• Ziv and MCA-TV are out of the 
network picture as far as syndicated 
properties go. Official Films has one 
package, Four Star Playhouse, aired 
on a network basis and draws only 
about 10% of its re\enue from net- 
work activities. But all three will draw 
from 40 to 65% of their 1955 revenue 
from the sale of shows to sponsors for 
airing on a multi-market basis, and 
are actually competing strongly with 
network-controlled program selling. 

• Guild Films is even more com- 
petitive with networks, and has in ef- 
fect put itself forward as a direct rival 
of web telecasting. As a result of its 
tieup with Vitapix to offer time-and- 
prograni availabilities in over 50 mar- 
kets, Guild's Keub Kaufman told SPON- 
SOR that he had "no intention of sell- 
ing any Guild shows to sponsors for 
airing on CBS TV. NBC TV or ABC 

(Please turn to page 60) 




I ttf€*l*H»f ifJOOf ; Film syndicators are mov- 
ing into foreign markets. Canadian Admiral's 
ad manager Denis Olorenshaw signs for ABC 
TV syndicated "Passport to Danger" for 26 
cities. ABCmen Shupert and Donato beam 




SSulk saleSZ New trend in syndicator sell- 
ing to local outlets is "library" package in 
which stations sign for hundreds of film hours. 
One of many shows in NTA's library sales is 
"China Smith" series with star Dan Duryea 




Features: Tony Martin, Yvonne de Carlo 
("Casbah") are stars in such big first-run 
feature packages as "Million Dollar Movie" 
of General Teleradio. On WOR-TV, N. Y., 
package has eigh+ $4, 1 75-weekly sponsors 




Specialties: Growth of tv has meant bet- 
ter chance to syndicate special-appeal shows, 
such as Award Television's new, in-color 
"Jimmy Demaret" golf series. Show has star 
guests like Bob Hope, Bing Crosby, Snead 
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A FIRST RUN, BRAND NEW SERIES OF 26 ONE HOUR 
FILMS (Shot Specifically for Television) featuring match 
elimination games between champions of the bowling 
world for major cash awards. America's top stars 
under our exclusive contract. This show will build a top 
rating overnight in any time slot regardless of com- 
petition—even the best feature films. 




All-Star Bowlers in the "Championship 
Bowling" Lineup: 

STEVE NAGY (1955 All-Star Singles Champion) 
DON CARTER (1954 All-Star Singles Champion) 



BILL LILLARD 
JUNIE McMAHON 
JOE WILMAN 
BUDDY BOMAR 
PAUL KRUMSKE 



ED KAWALICS 
BUZ FAZIO 
JOE KRISTOF 
CARMEN SALVINO 
ROBBY ROBINSON 




BOWLING 

MASH HIT! 



Scores Exceptional Ratings 
in Market after Market 



n 



Here's a typical Metropolitan market experience: 
After 3 weeks on the air in Cincinnati (WKRC-TV) 
at 1 to 2 P.M. Sundays, "Championship Bowling" 
comes up with a terrific ARB . . . 



WKRC-TV 



14.2 



Here's a typical small market experience: In 
South Bend, Ind., where 3 stations come into the 
market, and against the week's top live sports 
show (CBS fights) on Wednesday night — this is the 
"Championship Bowling" Hooper: 



WSBT-TV 



22.0 



Second Station 3.6 
Third Station 3.0 



Second Station 6.0 
Third Station 2.0 




"Championship Bowling" also scoring rating "strikes" 
n 62 other markets including: 

WPIX-TV— NEW YORK • WGN-TV— CHICAGO 
WFBM-TV— INDIANAPOLIS • KHJ-TV— LOS ANGELES 
WDAF-TV— KANSAS CITY • KTRK-TV— HOUSTON 
KTVW-TV— SEATTLE-TACOMA • XETV— SAN DIEGO 
KFEL-TV— DENVER • WHAM-TV— ROCHESTER 
WMIN-TV— MINNEAPOLIS 



For descriptive brochure, prices and audition 
film, write, wire or phone 



WALTER SCHWIMMER CO, 



75 East Wacker Dr., Chicago 1, III. — Franklin 2-4392 

New York Office: Ted Beil, 16 E. 41st St. — Lexington 2-1791 

Hollywood Office: Tom Corradine, 5746 Sunset Blvd. 

Hollywood 2-4448 



YOU 
CAN'T 
I 



America's Top 



A Fifteen -Minute TV Series With A Million Dollar Sell! 




BOB HOPE 




BING CROSBY 



TED WILLIAMS 




FIRST 13 SHOWS FILMED 

AND READY TO GO RIGHT NOW! 39 SHOWS IN ALL! 

Here's A Combination of PERSONALITY- FORMAT- STARS ... and 
a ready-made market that will make the JIMMY DEMARET SHOW 
the hottest fifteen minutes in television! 

Over 25,000,000 rabid golfing fans form an immediate, eager audience for 
personal instructions, anecdotes and interviews by their all-time favorite 
. . . the smiling, colorful Jimmy Demaret. 

A GRAND SLAM FOR PRODUCT PROMOTION, TOO- 

• A Million Dollars Worth Of Free Advertising— Five national advertisers 
now using Jimmy Demaret will slug in "Watch the Jimmy Demaret TV 
Show" in large space ads appearing in Life, Look, Saturday Evening 
Post, Newspapers, etc. 

• Demaret himself delivers personable, polished commercials! 

• The Jimmy Demaret Golf Instruction Book is ready for sponsor imprint! 

• Filmed in color! 

• Full publicity and promotion program backs the Jimmy Demaret Show 
constantly! A natural from any point of view. 



SAM SNEAD 





PRESENTATION 




BOBBY JONES 



JIMMY DEMARET 



Jimmy Demaret delivers 
the Golf Market- An 
active, enthusiastic 
market— geared to 
backing their interests 
with buying power ! 

Jimmy Demaret and his 
top-name guest stars give j] 
drawing power that will 
appeal to millions of 
TV viewers of all interests 



A One of the all time money winners on I 
the links, Jimmy has a great commer- 
cial record as well. His reputation, 
personality, colorful dress and sales- 
manship make him one of the most 
successful TV salesmen available. 



For further information or audition prints, phone, write, wire, Award Television, 1501 Broadway, Room 1501, N. Y. C, N. Y., Wl 7-6! 



FILM: can reruns still draw large audiences'? 



Answer to this poser, on the basis of the Nielsen figures 
below, is "yes." Film rerun share of audience is only 9fo 
lower than original telecasts, and average minutes of view- 
ing only 6fo less than first run. Since study is basically 
a comparison of winter originals with summer reruns, drop 
in ratings is due mostly to lower sets-in-use at time of 



rerun shows. Charts here analyze repeat telecasts during 
both summer and winter of 1954 of 24 different programs 
— a total of 254 reruns. Says Nielsen firm of comparison 
of new and initial rerun showings: "No appreciable differ- 
ence shown." Study is based on Nielsen Television Index 
figures and are thus considered representative of V. S. 





Summer ratings drop but share holds up well on reruns 


No "mass walkout" on tr reruns 






NIELSEN RATING 


SHARE OF AUDIENCE 


AVERAGE MINUTES VIEWED 






31.1% 


47 - 2% 43.1% 


23.5 22.0-,... 






22.0% 










Original Rerun 


Original Rerun 


Original Rerun 




Average of the 254 repeat film telecasts checked by Nielsen is 29% 
lower in rating than the original. But, as Nielsen points out, "since 
the potential audience is considerably lower during the rerun times, 
a more accurate appraisal involves share of audience and average min- 
utes viewed." The average rerun show gets a share of audience that 
is 91% of the level of the original, according to the tv research firm. 


Reruns also hold audiences who 
dial them, even if large per- 
centage has seen it before. 
Rerun is less than two minutes 
below level of first run in terms 
of minutes spent viewing a show. 



Winter season repeats are only 20% "off" in rating, and almost a match in share of tv viewing audience 



NIELSEN RATING 



ORIGINAL RERUN ORIGINAL RERUN 

28.1% 28.1% 



22.5% 

■ 

WINTER 



18.6% 

SUMMER 



Special break-out of summer and winter repeats were 
part of Nielsen study. Summer repeats fell between 15 
June and 15 September; winter reruns at any other 
time. Charts give admen a chance to find out how well 
a rerun show will do if it runs in the same season as 
the original show (not just summer vs. winter). In 
terms of ratings, winter repeats (there were 53 last 
year) were only 20% lower than the first runs. Summer 



SHARE OF AUDIENCE 



ORIGINAL 



43.3% 



RERUN 



ORIGINAL 



RERUN 



38.7% 42.5% 39 .3 % 



WINTER 



SUMMER 



repeats were 34% lower than the originals. But winter 
rerun shares of tv viewing audience were only off an 
average of 11%. Summer repeats were off even less — 
8%. The reruns in both seasons also held up strongly 
in terms of average number of minutes of viewing. Win- 
ter repeats were down 5% and summer repeat shows 
were down 7%. Admen therefore can safely assume 
that good reruns will draw big audience at any season. 
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(Si 



IPS 




starring ^ 

EDDIE ft 
CANTOR 




1 



In the happiest 
show on radio! 




SPOTS in Radio ! 



HERE'S WHAT YOU GET! 



You get 



^ You get 




FILM: How does film audience composition vary? 



The chart below. special!) prepared for sponsor by the 
American Research Bureau, will be of great value to tv 
admen who haw asked questions such as these: "Do kids 
really watch kid shows?"', "W hat kind of syndicated films 
do women watch?" or "Do mysteries reach only an all- 
male audience?" Most of the shows below are well-known, 
and represent several basic t\ pes within program cate- 
gories. Percentage figures in columns below are based on 
ARB tv ratings for the month of October, 1954 in a cross- 
section of major 1. S. markets. These markets comprise 
New York. Chicago, Los Angeles. Dallas-Fort Worth, St. 
Louis and Atlanta. 

The chart contains facts which may come as a surprise 





R 




H 


COMPOSITION OF 4UDJLNGE 








Westerns 








RANGE RIDER 


MEN 

17 


WOMEN 

17 


CHIL 

66 


ANNIE OAKLEY 


21 


23 


56 


WILD BILL HICKOK 


24 


21 


55 


KIT CARSON 


26 


27 


47 


Adventure 








SUPERMAN 


16 


21 


63 


WATERFRONT 


34 


29 


27 


RAMAR OF THE JUNGLE 


22 


20 


58 


TERRY AND THE PIRATES 


15 


17 


68 


Mystery 








BADGE 714 


32 


37 


31 


1 LED THREE LIVES 


30 


45 


25 


RACKET SQUAD 


33 


40 


27 


CITY DETECTIVE 


37 


50 


13 



to many tv agenejmen and clients. Western shows, for 
instance, aren't confined just to the moppet audience; they 
get anywhere from a third or more of their audiences from 
adults. Mystery shows sometimes draw female viewers in 
amounts that compare favorably with straight drama and 
musical programs; "City Detective," for example, pulls 
50% of its audience among the ladies, "I Led Three Lives" 
draws 45 %. Situation comedies, such as "My Hero," draw 
a well-balanced "family" audience — one reason why they 
are so popular with advertisers seeking a mass audience. 
Some individual shows are clearly reaching specific audi- 
ences. "Douglas Fairbanks" has a few kid viewers, appeals 
to adults. Time slot, of course, is important factor. 



COMPOSITION OF AUDIENCE 




Situation Comedy 



Mi HtnU 


MEN 

. <$u 


WOMEN 

3d. 


CHIL 

Jo 


1 IFF WITH Fl I7ARFTH* 








ucct nnni ipp Annum 

MttT CORLISS ARCHER 


21 


40 


39 


Drama 








JANET DEAN, R.N. 


32 


39 


29 


DOUGLAS FAIRBANKS PRESENTS . 


39 


58 


3 


FAVORITE STORY 


30 


43 


27 


STORIES OF THE CENTURY 


35 


41 


24 


C7i Utlren \v Sho ids 








HANS CHRISTIAN ANDERSON* . . . 


13 


18 


69 


Music 








GUY LOMBARDO* 


33 


44 


23 


LIBERACE 


32 


56 


12 


FLORIAN ZaBACH* 


33 


64 


3 


Sports 








ROLLER DERBY* 


35 


44 


21 



Minted In one market only. 
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PORTRAIT OF A TEST MARKET 




You can reach 26 cities, each with more than 10,000 population, 
with just one message on WRGB, maximum power VHF station in 
Schenectady, N. Y. From the metropolitan area of Albany-Troy- 
Schenectady to the rural communities through New York and New 
England, you can reach every class you desire through WRGB and 
service them all with follow-up point-of-sale calls. Ask for details on 
WRGB's unique test market today. 



WRGB 



A GENERAL ELECTRIC STATION IN SCHENECTADY 



Represented Nationally by NBC Spot Sales 



THE CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION STATION 
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FILM SELLING 

I Continued from page 51 ) 

T\ " and that he would "concentrate 
strictU on major regional and local 
sales." 

• "National Telefilm Associates has 
two new packages. Country Doctor and 
Parole Chief I the latter from the earli- 
er Yitapixi which it hopes to sell first 
in hig multi-market deals. But Yl \ 
will probabh draw up to 75 r J of its 
re\cnue this year from strictly local- 
level sales. "You make more money 



per-market on a local deal if you re 
willing to take the long haul in getting 
\our money hack." ISTA's Martin 
Roberts explain. "On a network-level 
or major regional sale, \ou may have 
to discount \our prices for such a 
multi-market sale to the point where 
\om over-all profit margin narrows. 
Besides, you're then in a vulnerable 
financial position. If your big client 
cancels, you've really got to scramble." 

Is there a rhyme and reason to the?e 
divergences in -ales approaches? 

The answer is "yes." 



SPECIAL PRE-PUBLICATION OFFER! 



"32 TELEVISION TALKS 

transcribed from the 

BMI TV CLINICS -1954 



Combines the knowledge and 
experiences of 32 TV leaders 
in every phase of TV 
programming and production 
. . . factual, informative and 
down-to-earth talks by men 
who have been in the 
industry from the ground up. 



Published by BMI at $7 and 
made available as an Industry 
service at the cost of transcribing 
and printing — $4.20 post paid. 




"32 Television Talk-." is an entirely 
frr-li ami stimulating report of the 
MMl TV Clinic sessions conducted in 
iNcw York, Chicago and l/Os Angeles 
during . . . :i new i!inl up-to-date 

book which follows up "Twenty-Two 
TV Talks," published in I'J.->2. 

"How to do it" is the theme of "32 T\ 
Talks." willi complete dala on such 
n it;i 1 topics a-: film buying and film 

Publication of ".'<2 Television Ttillis*' 



programming . . . neics and special 
events . . . Heists in production . . . 
educational and commercial program- 
ming . . . low cost production . . . local 
programming . . . promotion and pub- 
lic relations . . . ideas and imagination 
... as well as dozens of other essential 
eleinenls in TV. 

In addition to the 32 talks, the book 
includes transcripts of the QUKSTION 
and ANSWEH periods of the Clinics. 

will be limited. Order your copy today. 




Broadcast Music, inc. 

589 FIFTH AVENUE, NEW YORK 17, N.Y. 

NEW YORK • CHICAGO • HOLLYWOOD • TORONTO • MONTREAL 



Syndication selling is motivated by 
two industry-wide pressures: 

1. The time squeeze. The difficul- 
ties that sponsors and syndieators — 
run into in clearing time slots for t\ r 
film shows cover a wide range. Pure 
Oil, for instance, airs its Badge 714 
in 32 markets throughout the Midwest 
and South. The film shows (a rerun 
of Dragnet) are spotted in such mar- 
kets as Chicago. Cleveland. Milwaukee, 
Cincinnati, \ or folk and Atlanta. 

Because the show is a strong prop- 
erty and Pure Oil moved into its time 
slots earl) in the game, the show gets 
eye-opening spots. No less than 100'T 
of the 32 stations air the show* in slots 
between 7:00 and 10:30 p.m.; 607c 
of them air Badge somewhere between 
8:00 and 10:00 p.m. — ty's peak view- 
ing hours, according" to Nielsen. 

Hut clearances like this are the ex- 
ception, particularly on stations in the 
Eastern U.S. Network programing has 
spilled oyer into the 10:30-11:00 p.m. 
slots across the board on \BC TV and 
CBS 1 \ in Eastern areas and runs as 
earl) as 7:00-7:30 p.m. In between, 
the "S.R.O." sign is out. Even though 
stations make more money from spot- 
placed syndicated film shows, there's 
often just no time for sale. 

"The question we're asked most of- 
ten by major agencies when were 
pitching a show for a multi-market 
sale. " said Official's Herb JalTe, "is 
'what kind of time slots can we get?" 
I'll tell them 'You can get good slots 
if you hunt hard enough' but it's hard 
to convince admen of this.'" 

Result: Syndicators today have to 
take a long, bard look at their exist- 
ing properties and then decide just 
how high they can shoot with it. 
"When producers are talking new 
properties to us or showing us pilot 
films, we can tell toda) with a fair 
degree of accuracy just what kind of 
time slots a show can command." 
stated David Sutton. MCA -TV v.p. in 
charge of film syndication. "The best 
ones will be no problem to the spon- 
sors. Stations will manage to clear 
slots e\en in 'network time for them, 
and we'll have no hesitation about sell- 
ing them to multi-market advertisers. 
But the shows below the top level will 
have to be sold on a local or small re- 
I gional basis. 

"That's \\h\ you'll sec some syndi- 
cated shows aired on networks, some in 
i big multi-market deals, some in local 
sales and some offered at cut prices on 
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anv basis whatsoever." he concluded. 

2. The financial squeeze: The big 
New York and Hollywood banks and 
financial interests that loan money to 
tv film procedures and sj ndicators — 
Chase National, Banker's Trust and 
Bank of America, to name the leaders 
— also determine, in a roundabout 
wa\, the direction of much s\ ndicated 
selling. 

In order to launch a tv film scries 
today, a producer or syndicator-pro- 
ducer combine must be able to scare 
up. by industry consensus, at least 
$300,000 for a 13-week, balfdionr 
film series. The moiie) is borrowed — 
and must be paid back. 

If a film seller has plenty of money 
to meet his notes, there's no great 
problem. But if he's caught in a 
squeeze — and some of the biggest firms 
in the industry have been so caught — 
between his operating and/or produc- 
tion costs and slowly moving sales on 
a new product, he'll look quickly for 
a way to unload. 

He will, in other words, no longer be 
able to make a higher — if slower — 
profit in market-by-market, station-by- 
station sales of his films. He may have 
to ( 1 ) make a discounted offer to a 
network-level or major regional adver- 
tiser, or (2 1 start slashing prices at 
the local level or make a tie-in sale be- 
tween his "eold" property and a '"hot" 
property (as rum was sold with scotch 
during the last war). 

This doesn't mean that all the big 
network-level and regional sales you 
see today in the syndicated film field 
are caused by film men who are dump- 
ing their products in a hurry. Most 
are high-level, profit-making sales. 
But some of the "'big" sales in recent 
months have operated on paper-thin 
profit margins in which the syndicator 
heaved a sigh of relief to be out from 



under the problem — if ouU for a sin- 
gle season. 

"'You have to have a strong property 
that will command good time slots — 
and sponsors — in all major cities to 
even make hack the original 'nut' on 
a tv film series today," is how a CBS 
TV Film Sales executive, Walter Scan- 
Ion, summed it up. Added the film 
man, '"You can make more mone) in 
the long run from straight syndication, 
but you can also sink before you get 
your investment back in local sales 
toda) .*' * * * 

iVEll' FILMS: "no stereotypes" 

If the syndicated tv industry were to 
film its own story, it would look some- 
thing like a speeded-np motion picture 
about the rise of the Hollywood the- 
atrical film industry. 

Tv filming had its initial burst of 
programs in which the tv audience — 
and sponsors- — ate up practically any- 
thing that came along. Then, in the 
past three or four years, star names 
have developed, major Broadway and 
other properties have been adapted. 
At the same time, some performers 
have slid toward oblivion and some 
producers found they just couldn't 
make the grade. 

Today, as the 1955 advertising sea- 
son begins to bit its stride, the new 
programing from syndicators is reach- 
ing a maturity of technique and plan- 
ning. 

Several major trends are apparent: 
1. The drive to upgrade production. 
There's been a general upward trend 
anyway in production budgets — in the 
neighborhood of 10% for the indus- 
try, on the average — due to union and 
talent demands, and the higher cost of 
film raw materials. 

But producers and s\ ndicator-pro- 
ducers are spending more money to- 



DOGGONE 




Now . . get movement on your TV slides 
for almost the same cost as still slides. 

h It's a new trend inspired by Filmack ■ 
pioneered - stop- motion techniques. 

Contact Filmack for all your TV film problems! 



FOR 

10 Seconds 

l'lu> small tost 
of reproducing 
>our art. 



SKNI) KOU 
S.nil'l.F. KKKI. 



SINCE 
MATA HARI 



And CESAR ROMERO stars in them 
as Steve McQuinn, globe-trotting 
diplomatic courier. The people you 
want to reach will follow Romero . . 

into a strange adventure which 
starts in a Budapest prison . . . 

on the trail of a missing scientist in 
Tangier . . . 

through a near uprising in 
Casablanca . . . 

on a rescue mission jn Ankara . . . 

as he risks his life for a lady in 
Madrid . . . 

even to the inner chambers of the 
fabulous Scotland Yard. 

What a show! What a star! What a 
sure-fire selling vehicle! Better 
reserve your market . . . now! 

CESAR ROMERO , starring in . . 





1331 South Wabash 
Chicago 5, Illinois 



FILMACK STUDIOS 



630 Ninth Avo 
New York, N.Y. 



ABC FILM 
SYNDICATION, INC. 

7 West 66ih St., N. Y. 
CHICAGO ■ ATLANTA • HOLLYWOOD • DALLAS 
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close 
look 
at 
facts 



WTHI-TV Channel 10 
is the ONLY station 
with complete coverage 
of the Greater 

Wabash Valley 

• One of the Mid-west's 
most prosperous indus- 
trial and agricultural 
markets 

• $714,500,000 Retail 
Sales in year '53-'54 

• Blanketed ONLY by 
WTHI-TVs 316,000 
watt signal 

• 227,000 Homes 
(14'JOOO TV homes) 



118,000 

UNDU PLICATED 
WTHI-CBS 
TV HOMES! 



WTHI-TV 

CHANNEL 10 
TERRE HAUTE, IND. 

316,000 Watts 



Represented nationally 
by: 

The liolline Co. 
Sett: York a Chicago 



din than e\er before for present pro- 
duction. Here are -ome examples 

• Xh ha- put a weekh shooting 
budget of t55.tH.10 on the new Eddie 
(a.'itor «) ndicated «eiie«. and is seek- 
ing the top -tar name- and \ arieti acts 
for appearance-. The production bud- 
gets on other Ziv -how- have been 
tipped as well, although prices of ev 
i-ting shows I / Led Three Lives. Cor- 
liss Archer, favorite >tory. etc . I are 
remaining relatneh con-tant. 

• ^ereeIl Gem- production- are all 
in the "qualit\" da-- toda\. \ soon- 
to-be-launched >creen Gems show. 
] ou Can't Take It irith You. based on 
the Broadwa) pla) . w ill be budgeted at 
up to 5-50.000 weekh . Father Knows 
Best, which Kent Cigarette* is exiting 
on CBS T\ . cost- Sc reen Gem* up to 
$40,000 weekly. 

• Guild - highh successful Liberace 
serie- will have it> production level 
boosted this spring. "Well e\ en give 
Liberace a solid gold candelabra if it 
looks like it'll make the show better. " 
a Guild official stated. Guild is inc reas- 
ing the size of the orchestra on the 
-how. staging fancier musical produc- 
tion numbers and is seeking further 
for more elaborate orchestrations. New 
budget: over $40,000 weekh. 

• The cost rise isn't confined to just 
the top -\ ndicated product. Some of 
the medium-budget show- are boosting 
as well. A good example: Hal Roach's 
Passport to Danger, syndicated 
through ABC TV. Last \ ear the show 
cost under $20,000 weekly. This sea- 
son the cost has gone tip to nearly 
$25,000. 

2. The drive for new audiences: A 
quick scanning of am of the standard 
reference book- for s\ ndicated tv films, 
such a- the SRDS Films jor Television. 
will show you that there's hundreds of 
-) ndicated film series available. Main 
are so much alike that the scripts, cos- 
tumes, settings and even actors are 
virtually interchangeable. 

\- a result of this overabundance of 
"look-alikes. mam s\ ndicator- are 
making even attempt to find I 1 I new 
t\pe- of programing that will appeal 
to the same audience-, and (2i new 
show- that will bring new audiences 
or be right for slotting in new time 
period-. 

Here are -ome highlights of thi- 
searc h : 

• Official Films i- staking much of 
it- hopes for new 1055 programing on 
two program h pe« it i- developing 
rapidh da) time -hows and costumed 




Nation's Largest Production 
Centers for Quality • • . 

TV FILMS 

SLIDE FILMS 

SALES TRAINING FILMS 

INDUSTRIAL FILMS 

FEATURE FILMS 
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TOP TWO... 

CBS IN COLUMBUS, GA, 

WRBL RADIO 

5-KW 

(JSCS 1932 — lO-lOOfc) 

Population 418,600 

E. U. Income (000) §319,137 
Retail Sales (000) $257,776 

WRBL-TV 

channel 4 

(Pul«e Area Surx-y Nov. '51) 

Population 737,910 

E. B. Income (000) §783,909 
Retail Sales (000) $442,308 
Source S M May 1954 




AMFM 



COL UMBOS, GEOZ&/A 



CALL -HOLL/MG-BETZY 



Aden 



tial 



overage 



1 



UN DUPLICATED ! 



WWOR-TV. CH 
serves and sells 
WOftC EST 
COONTY 



14 




THE NATION 



Now, * Over 76,000 UHF sets 
Receive the Best Picture on 
Worcester County's Only 
TELEVISION STATION! 

•Based on Pulse, Inc., Survey, Dec, 1955 



' melodrama*. In the first of the-e area?, 
Official is launching Juliet Jones, an 
across-the-board da\tiine -oap opera 
based on the syndicated comic *trip of 
the same name. Budget: $15,000 week- 
ly — about $6,000 more than the aver- 
age live network soap opera. "Thi- i- 
one kind of show that doe-n't exi-t in 
quantity and which station- can t du- 
plicate locally/' said Official'* Herb 
Jaffe. The svndicator will also have 

I no less than three new made-in-Europe 

co?tume serie Robin Hood, Three 

Musketeers and Scarlet Pimpernel. 
"You've got private eves. cops. West- 
ern heroes, international adventurer^ 
aplenty today.' Jaffe explained, "but 
who's got historical adventure?" Of- 
ficial expects to launch a twin trend 
with it> soap opera and adventure 
shows. 

• Ziv is planning to launch a pro- 
gram series shortly aimed at the mil- 

I lions of Americans who dote on sci- 
j ence fiction. In conjunction with Ivan 
Tors, Ziv will soon start Hollywood 
production on ScientiFiction Theatre, 
with a high production budget. Tales 
of Tomorrow is currently being syn- 
dicated on a re-run basis (via kine- 
scopes) by an independent distributor. 
Tee Vee Co.. but Ziv will have the field 
pretty much to itself with this brand of 
adult "space"' entertainment. More 
may soon be on the way. 

» TPA may be the first sv ndicator 
to offer the Sahara sands instead of 
prairies as the locale of an outdoor ad- 
venture series. Due to start shortly 
on XBC TV (60 stations) is Captain 
Gallant of the Foreign Legion, for 
Heinz, with TPA s\ndicatin°: it as well 
in non-Heinz markets. Independent 
producer Ed Gruskin will soon join in 
with Pepe le Moko (remember Charles 
Boyer in Algiers?), a series to be shot 
in North Africa and syndicated 
through LM&M. Errol Flynn is ex- 
pected soon to turn tv film «tar and 
appear in a serie* called March or Die 
(the Foreign Legion again) to be syn- 
dicated through CBS TV. 

• Major Television Productions, a 
distributor of feature and religious 
films, recentlv announced that it would 
seek a specialized audience through 
syndication: the well-educated class. 
Soon to be launched in syndication 
will be a half-hour series called En- 
chanted Music, a pot pourri of opera, 
symphony and ballet. Also due from 
Major this year: a quarter-hour series 
of piano classics, called Music for 
Millions: a series of half-hour political 



HOW TO 
TURN A 

"HOT" 



INTO 

COLD CASH: 



BUY CESAR ROMERO... 

always a big name — now even bigger! 
(Current top-budget motion pictures, plus 
high-rated tv appearances prove it) 

IN PASSPORT TO DANGER . . . 

a high-tension series of world-wide 
adventure . 

TO SELL YOUR PRODUCT 

to his vast ready-made audience! Other 
top advertisers are selling their products 
with this show. Why don't you? 

CESAR ROMERO, starring in . . . 




TO , 

DANGER 




ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 
CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 



see PAUL H. RAYMER CO* 

WWOMV 

1ST STANON IN NEW ENGLAND'S NO. 3 MAtKil 
ABC — DUMONT 
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MT. WASHINGTON TV 




Talk about a good salesman! Mt. 
Washington TV makes the calls — 
plenty of them. Its territory is most 
of Maine, New Hampshire and Ver- 
mont which it covers at about half 
the cost of any other three TV stations 



in the area combined. The sponsors of 
Jack Benny, The Lone Ranger and 
Person to Person are among over 80 
national advertisers who have put their 
money on one of the best salesmen in 
the business — Mt. Washington TV. 



CBS-ABC f MTf Chonne,8 



John H. Norton, Jr., Vic. Pro*, and Oonorsl Manogor REPRESENTED NATIONALLY RY HARRINGTON. RIGHTER & PARSONS, Inc. 
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documentaries called The World $ 
Powder Kegs in a style somewhat like 
the March of Time; and a series of 
fairy tales set to music. * * * 

COLOIt: "wntehfttl n««if hit/** 

The rush into syndicated color films, 
anticipated last }ear at this time, 
hasn't materialized. 

L Producing: Only a handful of 
firms are regularly producing color 
films for syndication on a speculative 
hasis. These include two of the indus- 
try leaders -- Ziv and Guild — and a 
uumber of the smaller independents, 
such as Sheldon Reynolds, Award 
Television, George Bagnall, United 
l'roducersd)istrihutors. Lakeside and 
Mode-Art. Ziv films every one of its 
shows in color. 

*•*★*★ + *★ 
<<Lct us turn our backs on the prophets 
of doom — let n«> he self-confident real- 
ists. We will have readjustments or 
dips in business from time to time over 
the years, but we need not ha>e a dev- 
astating depression if we guard against 
being paralyzed by fear. Since free- 
dom and confidence are essential part- 
ners in progress, we must be certain 
that we sn>tain our confidence as indi- 
viduals and as a nation." 

ROGEH M. KYES 
Vice President 
General Motors 
Detroit 

2. Testing: Another small group 
has shot some syndicated films in col- 
or, hut aren't active in color produc- 
tion at the moment. Screen Gems 
turned out a series of Ford Theatre 
films (aired on NBC TV but also syn- 
dicated) in color. Now, Screen Gems 
V.p. Ralph Colin says "we will do 
nothing on speculation." Part of the 
Gene Autry production (syndicated by 
CBS TV) has been in color, but fu- 
ture plans, according to producer Ar- 
mand Schaefer, are "indefinite.'" Two 
of the MPTV properties now handled 
by UM&M — Duffy's Tavern and Jun- 
ior Science — are in color, hut the oth- 
ers are continuing in black-and-white. 

3. Waiting: Most producers and 
syndicators are following color devel- 
opments closely but aren't doing any 
more than organizing their color plans. 
This group includes MCA-TV. TPA, 
NBC Film Division, ABC Film S\ndi- 
cation, Official, CBS TV Film Sales. 
Typical comment: "We'll be ready 
when the color receivers are there. 
Meanwhile — black-and-white," said 
David Sutton, v.p. in charge of MCA 
TV syndication. 

The principal roadblock to syndi- 



cated color production is no longer a 
question of '"what film stock is best? ' 
or ""how do we dress a set properly 
for color filming?" It's a matter of 
the scarcity of color receivers and the 
slow rate of installation of color film 
projection gear b) local stations. 

A > ear-end checkup by sponsor 
(:-ee 27 December, 1954 issue, p. 91) 
showed that less than 18.000 color re- 
ceivers were manufactured in the first 
10 months of last year, and that only 
300.000 (enough for about one in ten 
tv homes) will be made in 1955. A 
sponsor survey of stations showed too 
that while more than 50% of stations 
are now geared to telecast network 
color only about 30% will have local 
color film equipment by the end of '55. 

Speculative color filming in the syn- 
dicated field is generally treated as a 
long-range investment, not a present 
commercial realitv. Zn s John Sinn, 
for instance, told SPONSOR that the firm 
had imested "move than $4 million" 
ill its post-1949 color production and 
that "it may take quite a while to re- 
cover all of the color costs but we 
know we will eventually." 

Color is also a luxury investment. 
Guild's Reub Kaufman, who has shot 
a series of 13 Liberace shows in color, 
says that "to film the same show in col- 
or, with no substantial variations from 
black-and-white production, adds any- 
where from 20 to 30% on top of pro- 
duction budgets." 

In the competitive syndication field 
— where costs must often be held to 
a rock-bottom minimum — this differ- 
ential can seldom be passed along to 
the buyer today. Few swidicators are 
willing to try. 

The generally cautious attitude of 
syndicators toward color production is 
also traceable to the mixed successes 
of the few color film operations to date. 
Last fall, for instance, Ford decided 
to pay Screen Gems to switch produc- 
tion on Ford Theatre into color. Costs 
immediately went up about 20%. most- 
ly for color film stock and processing. 
The original plan was to have 25.000 
RCA color sets installed in Ford show- 
rooms on which invited guests would 
see Theatre and the Ford-sponsored 
""spectaculars" on NBC TV. 

"The sets." a Screen Gems official 
explained, "just never materialized in 
the quantity expected. After eight 
films in color, Ford decided to drop 
color filming with the 14th show - , and 
not to resume until a color audience 
was there." ★ ★ ★ 



ANOTHER CITY 



m 0 



m 



HEARD FROM... 





"RACKET SQUAD" 




IS #1 AGAIN! 

Yes, in city after city, Telepulse rates 
Racket Squad as the #1 film show. 
Look: 



ATLANTA 
CHICAGO 
DETROIT 



#1, with 29.6 
#1 after 3 weeks 
# 1, with 23.5 



WASHINGTON 1 after one month 

No wonder this record-busting show 
boasts 90% renewals after only 9 
months in syndication! First run still 
available in many top markets. Come 
on in fast, the selling's fine! 



RACKET 
SQUAD 



Produced by 





ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 

CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 
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At 9:00 P.M. on December 18th a little 
toy soldier stepped in front of a TV camera. 
Ninety minutes later he walked off. . .and 
"Babes in Toyland" had become the number 
d„ne-rated program.* 

A Max Liebman color Spectacular, "Toyland" 
was seen in over 14,500,000 homes with 
a rating of 50.5. 

Our toy soldier was joined in the 
Nielsen Top Ten by "Dateline", a 
Producers' Showcase Spectacular. 

Thus far this season eleven Spectaculars have 
appeared on NBC. Here is the record. 

* Eight of the eleven won Nielsen Top Ten 
rating honors 

* Average rating — 40.3 

* An average of more than 11,400,000 homes 
reached by each Spectacular 

In addition to "Babes in Toyland" and 
"Dateline," four other NBC programs were in 
the Top Ten, bringing the total to six for 
the latest Report. That's twice as many as the 
second network. Such program leadership 
as this over the last fourteen weeks has enabled 
NBC evening shows to deliver an average of 
576,000 more homes than the next network. 

All of which puts our advertisers a big 
step ahead, too. 



NBC PROGRAMS 




HOMES 


IN THE TOP TEN 


RATING 


REACHED 


Babes in Toylavd 


50.5 


14,569,000 


Dragnet 


44.1 


12,824,000 


Buick-Berle Shoio 


42.0 


12,243,000 


Groucho Marx — 






You Bet Your Life 


41.1 


12,063,000 


Martha Raye Shotv 


40.4 


11,655,000 


Dateline 


40.3 


11,506,000 



Exciting things are happening on 




TELEVISION 

a service of (RC™ 



'Nielsen second December Report. All data verified by A. C. Nielsen Co. 




Want proof of radio's continuing wallop? Ask the Seattle 
Transit System. They released ten "million mile" busses 
to Radio KING's disc jockeys. Within 24 hours, all ten busses 
were snapped up by KING's eager listeners. At $200 a clip. 

The buyers used good judgment, too. One family bought 
a beach bungalow for beautiful Puget Sound. A second bus will 
blossom into a backyard hot house. And a neighborhood 
church bought three busses to start a new Bible school. 

Just proves what radio can do these days . . . even if Radio 
KING is an exception. By exception, we mean results on 



KING are always exceptional. KING's men can sell anything. 
They make minor miracles look easy. 

Got a tough selling problem in the booming Seattle 
market? Get in touch with KING. It's the station with the 
Sunday punch that works all through the week. 



50,000 Watts 
ABC Blair, Inc. 



FIRST IN SEATTLE 



Radio KING 



Netv developments on SPONSOR stories 




See: SI'ONSOK >isits five U.S. agencies 

Is.SIIO: 0 September 1 93 1. page 50 

20 September 1931, page 37 

Sllllject: Kadi«-tv operations in small and 
medium-sized advertising agencies 



Despite the trend toward agency mergers to adequately service 
radio and tv advertising. Edward L. Bernays, public relations coun- 
sel, feels advantages of bigness in agencies are overrated. 

"Bigness," be asserted recently, "is equated with success in the 
American mind and becomes an agency's most powerful sales point." 
Tins automatic assumption is detrimental to a whole segment of 
American business and professional services, Bernays said. 

Bernays described problems facing small- and medium-sized ad 
agencies and recommended solutions to them when he addressed the 
fourth annual dinner of the League of Advertising Agencies, held 
at New York's Advertising Club late last month. 

One "negative element"' which smaller agencies suffer from, he 
said, is the attitude that "it is economically impossible for an ad- 
vertising agency doing less than $10 million to employ specialists 
in tv and radio production. . . ." (In discussing the situation with 
SPONSOR, Bernays said: "Yet, the accounts which spend less than 
$100,000 a year need specialists even more than the larger corpora- 
tions because they're not equipped to handle these activities through 
their own advertising departments.") 

In order that smaller agencies could offer advertisers specialized 
skills in fields such as tv and radio. Bernays suggested that the 
League set up a central registry of free-lance specialized services to 
which members could turn when necessary to seek outside aid. 

Bernays praised the Leagues members (agencies range in size 
from one with a half-dozen employees to one with several hundred) 
for maintaining a personal, immediate approach to a client s prob- 
lems and products, an approach which, he declared, often was lack- 
ing in large organizations. He deplored bureaucratic tendencies be- 
coming more evident in business, saying, "When this happens the 
function becomes more important than the man." * * * 



See: Weekend radio: Are yon missing a 

good bet? 

Issue: 14 June 1954, page 36 

SllllJCel: More and more sponsors are find- 
ing that weekend radio is a good 
advertising opportunity 




Here's the 

COMPANY 

You'll Keep 

DRANO 
DOLCIN 
CARDUI 
EX LAX 
WINDEX 
S0FSKIN 
GULF OIL 
BIONETIC 
SKINTONE 
STANBACK 
SSS TONIC 
CANADA DRY 
TURTLE WAX 
SINCLAIR OIL 
DIP 'N RINSE 
SCHLITZ BEER 
GEORGE'S OIL 
H0LSUM BREAD 
HALO SHAMPOO 
LIFE MAGAZINE 
BAYER ASPIRIN 
APEX PRODUCTS 
M-G-M PICTURES 
CIRCUS PEANUTS 
IDEAL DOG FOOD 
TENDERLEAF TEA 
LINCOLN-MERCURY 
FAIR MAID BREAD 
BRANIFF AIRWAYS 
UNITED GAS CORP. 
BLACKBURN SYRUP 
BULL-0F-THE-W00DS 
VIVIANO SPAGHETTI 
PARSON'S AMMONIA 
POWERHOUSE CANDY 
RAYCO SEAT COVERS 
SHULTON 'OLE SPICE 
MANISCHEWITZ WINE 
VIRGINIA DARE WINE 
WILDRO0T CREAM OIL 
ROBERT HALL CLOTHES 
CRUSTENE SHORTENING 
LADIES' HOME JOURNAL 
B C. HEADACHE POWDER 
GREEN SPOT ORANGEADE 
BONNIE BELL COSMETICS 
ROYAL CROWN PRODUCTS 
SATURDAY EVENING POST 
WAGNER'S ORANGE JUL1P 
RADIO TELEVISION SCHOOL 
WISHBONE SALAD DRESSING 
RESERVE LIFE INSURANCE 
ITALIAN SWISS COLONY WINE 
UNCLE BEN'S CONVERTED RICE 
HERBERT TAREYTON CIGARETTES 



When CKWY, Vancouver. Canada, totaled up its books for 1951. 
it found business up considerably over 1953. Analyzing the reasons 
for the business upsurge, the station's accountants found one of the 
major factors was a large sale of "weekend packages. ' 

Macintosh MacDonald. planning & research director for the sta- 
tion, told SPONSOR the packages consist of 10, 20 or 25 announce- 
ments broadcast Saturdays and Sundays. 

"As a result of these special inducements at a very slight dis- 
count off the card rate, we were able not only to substantially in- 
crease the station s revenue but got very wonderful results for old 
advertisers and attracted a lot of worthwhile new advertisers as well. 

"On ju*t one of these weekend packages," MacDonald disclosed, 
"Johnston Motor Co.. a Vancouver Plymouth dealer, sold 35 new 
cars in five days — without any other advertising. And — to use the 
advertisers own words — it 'built up a wonderful list of prospects'." 

CKWX. says MacDonald, sees a substantial increase in weekend 
radio advertisers this year. * * * 
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I. \ew stations on air* 



CITY 4 8TATE 



CALL 
LETTERS 



CHANNEL 
NO. 



ON-AIR 
DATE 



ERP (kw)' 
Visual 



Antenna 
(ft)'" 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARK ETt 

1000) 



PERMITEE I MANAGER 



JEFFERSON CITY, Mo. 



KRCG 



13 



13 Feb. 



104 660 



CBS 



LEXINGTON, Ky. 



WLEX-TV 18 



1 Mar.-' 



630 



WLAP-TV 3 



UFA Jefferson Television Co. Hoao.Rlalf 
" r/ * (Mrs.) Betty G. Handy, 
pres. & gen. mgr. 

Leonore R. Goshorn, v. p. 

Russell L. Rose, see.-tres. 

(Applicant Identified with 
ownership of KWOS. 
Jefferson City, and Jef- 
ferson City Capital 
News and Post Trib- 
une.) 

kjp* WLEX-TV, Ine. Forjoe 

H. Guthrie Bell, see.-tres. 
W. B. Gess. v.p. 



PASCO, Wash. 


KEPR-TV* 


19 


1 Jan. 


10 910 ABC, CBDS, 
Du M, NBC 4 




NFA 


Cascade Bcstg. Co. 
A. W. Talbot, pres. 
Thomas S. Bostle, v.p. 
Frank E. Mitchell, v.p. 


Weed Tv 


Jf. iVeic construction permits* 


CITY II STATE 


CALL 
LETTERS 


CHANNEL 
NO. 


DATE OF 
GRANT 


NET 
AFFILIATION 


ERP (kw)" 
Visual 


Antenna 

(ft)*" 


STATIONS 
ON AIR 


SETS IN 
MARKETt 
(000) 


PERMITEE & MANAGER 


RADII 
RIP1 


HILO, Hawaii 




9 


19 Jan. 


ABC, CBS' 


2 


300 




NFA 


Hawaiian Bcstg. System 
J. Howard Worrall, pres. 
C. Richard Evans, v.p.- 
gen. mgr. 


Free & 
Peters 


JONESBORO, Ark. 


KBTM-TV 


8 


12 Jan. 




12 


200 




NFA 


Regional Bcstg. Co. 
Harold E. King & 
Helen W. King, partners 




WAILUKU, Hawaii 




3 


19 Jan. 


ABC, CBS« 


1 Vt 5,960 




NFA 


Hawaiian Bcstg. System 
J. Howard Worrall, pres. 
C. Richard Evans, v.p.- 
gen. mgr. 


Free & 
Peters 



III. Veto applications 



CITY &. STATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)" 
Visual 


Antenna 
(ft)*" 


ESTIMATED 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT 


AM 
AFFILIATE 


WALLA WALLA, Wash. 


5" 


12 Jan. 


T/2 


1,272 


$136,626 


$ 31,200 


KHQ. Inc. 
Richard 0. Dunning, 
pres. 

William B. Hyde, sec. 
Milton 0. Fltsch. tres. 


7 


WALLA WALLA, Wash. 


8 ; 


20 Jan. 


1 


6 


$ 42,405 


$ 25,000 


Walla Walla Tv Co. 
Thomas C. Bostie. pres. 


* 



WATERTOWN, S. D. 



13 it 



100 



278 $345,137 $185,500 



J. B. Watkinson. v.p. 
Frank E. Mitchell, see.- 
tres. 

Tri-City Television Corp. 
F. L. Bramble, chmn. 
John W. Erhstrom. pres. 
Alan L. Austin, sec. 
Robert D. Lusk. v.p. 
Ross E. Case. v.p. 



KWAT 



U.S. stations on air, incl. 
Honolulu and Alaska (31 Jan. 
'55) 

Markets covered 



127 



BOX SCORE 



Post-freeze c.p.'s granted (ex- 
cluding 31 educational grants; 
26 Jan. 7m) 
Grantees on air 



Tv sets in i . S. (1 Dec. 

54) _.. , ,l2.f>!H;.000t 

ZHG 1 I'.S. homes with tv sets (1 

.*if» Dec. "54) «•"%§ 



•Both new e.p.'x and stations EolnK on the air listed here are those which occurred between 
1*5 .Ian and .'; I Jan. or on which informal 1' n could hi* rMalned In that period, s'tatlons are 
considered to be cm (he air when commercial operation starts. ••KITeftlve radiated power. Aural 
power usuaUy It one-hair the visual power. •••Antenna helcht above avorace terrain (not 
above irround). t Information on the numher of iet» In markets where not designated at belnK 
from NT1C Research, consists of estimates from the stations or reps and must he doomed approxi- 
mate. (Data from NTSC Research and I'lannlng:. I'crcontaites based on homos with acts and 
homes In tv eoverairo areas are considered approximately. ''In most ra*cs. the representative of a 
radio station which Is eranted a o.p. also represents tho new tv operation. Since at prcsstUne 
it li generally too early to confirm tv representatives of most urantees. SPONSOR lists the 
reps 01 the radio stations In thli column twhen a radio station has boon Riven we tv erant). 



NTA: No fltrures available at presstlme on sets In market. 
iThls number includes srants to permitecs who have since surrendered their c.p.'s or who hsra'1 
had tlinn voided by Vi"C ^Tost patter went on air 2") January. 3 Not yet on air. ^Operates st 
sate. lite or KIM.V TV, Yakima, duplicating KIMATV programing which Includes AliC, CBS, 
lln M ami .M!P programing, KKRI* TV and K1M A TV si id as a single unit. 'To operate an 
satellite ir KGM II TV , Honolulu, duplicating KCMIiTV programing whlrh Includes ABC anill 
CHS programing. »Tn 'pernio as satellite if KGM I! TV Honolulu, duplicating KOMI! TV pro- 
granting whlrh litchnles Aid' and I'RS nrt granting ; To operate as satellite of KHQ TV, Spo- 
kane, dup Icatlng KIU! TV rocrrmlne. s Tn operate as satellite of KIMATV, Yakima, dupli- 
cating KIC.V TV pi. graining Owtursl-.lp Identified with KIMATV. Yakima, and KKItP-TVj 
1'aseo. Wash 



70 



SPONSOR 



V 




\ 



| < P> ' »" " *» " j 8ii 



./a 





W B C 









means . . . 

WBZ+WBZA Boston, Springfield 51,000 Watts 

KY W Philadelphia -50,000 Watts 

KDKA Pittsburgh 50,000 Watts 

WO WO Fort Wayne -50,000 Watts 

KEX - Portland— 50,000 Watts 

WBZ-TV Boston— Channel 4 

WPTZ (TV)— Philadelphia— Channel 3 

KDKA-TV Pittsburgh Channel 2 

KPIX (TV) San Francisco — Channel 5 

WBC means sales . . . WBC means audience . . . WBC means audi- 
ence-action. Because WBC stations have the power and the people who 
know how to use that power to make listeners react. For rates and 
availabilities, contact Eldon Campbell, WBC National Sales Manager, 
PLaza 1-2700, New York. 

WESTINGHOUSE BROADCASTING CO., INC. 

KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by Free & Peters, Inc. 






W 6 





A 











WBC means 

KDKA-TV 



Formerly WDTV-Channel 2 




W 





Perfect balance . . . of skilled operating technicians, specially designed equipment, and 
constant laboratory research maintains Precision leadership in the field of film processing. 

Electronic Printing, for example, illustrates the results of Precision's continuing searcli for 
improved ways to serve leading producers, directors, and cameramen. This important Maurer 
development in the printing of optical sound from magnetic original is installed at Precision 
for kinescope and other recording direct to the optical track. 

In everything there is one best . . . in film processing, it's Precision. 



PRE 




ION 



FILM LABORATORIES, INC 

2 1 WEST 46TH STREET. NEW YORK, 36. N Y 




A division of J. A. Maurer, Inc. 
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ighttime f February 1955 



SUNDAY 



T«u Art Thtr* | 
;«tris On* AUr 

Arv tJf ati 

PmdMiJil la 
liiHy alt w* Ii 
CAN Wa.OlW 



Mmi the l*mi 
fin Amer World 

IAJrwiye | 
JWT jJi wki 
John* llmjTilli j 
JwV" 1 (MOD 



R»y Rogere | 
Oh Fdi. t'tv* 
lit. poii loaatlu 



MONDAY 



TUESDAY 



TV COMPARAGRAPH OF NETWORK PROGRAMS 

WEDNESDAY 



u»r BBOO 



127.000 
i Too: | 



1000 127,00(1 
Jut Benay 



People Ar* 

Fran ley C*orp: | 

■>IP*|-Beta p«u 



I Ml Phr«h 
y Beynolde line I 

I 63NY 



KukTa. Fran I 
Qlllo 

llCb to op 



THURSDAY 



Nighttime 7 February 1-9 55 




FRIDAY 



S ATU R DAY 



ptotiamlnt 



pronamint 



Cap tale Vidua 
KT n I L 



DTOfTBIBIni 



ii Kuklt, Fran k 
0111* I 

, 35Ch co-op U 



Town 

•u|K 1KNY I 



Ha/no' i 
Ralitoo Purina 



I ,¥,r ,, r Treny Martin f 

Mlloi Libt. iLkaToal; bobbl boma 

^ idlur. 1- 0-dej- f pern, aditi* rein 

0 Edward. Nr.,."^ 1 ; ni'™ ""^-V 
Amor Homo Pral WW * 112.300 
f»N r m onl !?■ 
BBAT mi 113, MO 
Pony Cm* j 



J*nn Del* Nowi 



Margin Bialty 
' .Mlln Labi; ilia 
! eilu*r, l-edayj 



Kukla, Fraji k 
Olllk 

iflCh to np I - 



Join On* 
Tldr- V 

ssN"f 



111,000 1 



8TNY 
CAW W2.500, 



proerremlne 



• T» HtuSrr , 

I Dlgett , 



IS wki in 41 |l 

■•'n l»o.ooo 

Spoclaculan ) 
TJO t flwj ln4k 
Basal BliQop | 
R emend Spoattf 
Buobeam Carp I 
ParMn.Piui j 



Bin-ie k Alloa 
C iranloo Co 
lliHy alio F 
t. W |.- tnjii 



»3NY 



1200,000 



V»l« 

rirtiiflm Tl 
& Rub be I 
TINY jj 
■ Imul 

SAJ ill. 000 



■ ■■■■■!£ ran leu 



Plymouth Newel 
A>M .1 a In 1 
Camol Newt Crvn 
t th.r 1 in I n 
so.nv ; is s ij 
City tli {19,000 



BBOO US. 000 



S SSCB ip 123, 50-Q 

! Jo Slaftord I 

n Oold Soel Col 

i 93Hv L 

G-M 112,000 



DliaoyUnd 

I :30^30 



O Edwardl Nasi 
Ana 51ft, Btndlo 
78.VT w sal L 



Contain Viaei 



Morgan Bootty 



Kukli, Fran 1 
Olll. | 

SOCh co op V 

lehn Oily Ntwi 
iui tu, th I 

S3fS"f il 



- .(-, 

Captain Vldu 
W H Jotineon 

Candy Co >) -Vo nciwurk 
W.t* Ihonl L protfiiDiInt 



Sid Ctaaar 

Aeoer CJllcJa 

D F L S ( 

HCa : KA E 

Sptldcl walflibiu 
•INT U 
5-SCB IW .OOQ, - 

SpKUculart I 
15-9.30 l«-bln)|" 

FimJ Slolar I 
KA E it mla 

RCA: KAE 
„. ■»-!■ Jl 
1200. 0O0 



Lit! wirh Flint* 
C*B3. Columbl • i 
I Mllr r 



Llfi It Worth 

Llrlng 
(Blibop Bhoon) 



Ciopbill. Mlthua LAU: eboittrTldl 
4 hr Hi nlx,|tn.ir,f lira mor.( 

fcTTlw.Jii i Coih * * W,IU 1 



; Plrmouth Newt 



Dulf* DIt, CS1 
ISiNT L 
Kudnir lBO.OM 

Irrri air «IUJ 



Twenty 
OuiiHon* 
Midi Cllrui 
Com mlnloo 



| Bitot WO. 000 t 
Halli of Iry'i ' 



loU 

Burnotl ill«t 
B3N T W 

N»U BUcult 
5SNY r 
McE 151. 000 



112,000 

srudu 97 I Sl 
H J Helm Col 
32NT p 
Mum 123,000 



Bob Hopi 

Grn Prti 



Dlintylmd | Godfrey A 1 
II '30 a 3<l Hli Frlindi 

cait'di Tonl nemo pirm 
Drrby Fa.Hi „ ISA NT 1^ 
MeCann.Erlckian WA.0 t-t\Sf> 

, " ""'I I 

1 100 lly |^p Oonrnl Molottl 

I 1 hr chow I _ I'HIdtlio 

, t?«.75tV f 1 C * B lk( „ 30 9 1 

I 'I--.?- rm.burr Min. 
lam aii«r. i km- i; 



I Mwrlid loan 
Oeoiral Elw 
I. appliaocit 
7S.M Hj r 



.\mTob:pill L.HF 
SSCB "" U ' 

Jina Fioman 
«E Lamp Uir 

l59^^' jj . 

RBOO 111.000' 



Martin B*irty 

1MI« Libi Dlnan Shora" 

Wafll »Hj lu.lh ] 



Kukla, Fran A 
Ollli 

IJonn Daly Nivi 
Tide Water Ol., 
3 IVY a.m.t JJ 
JBuihinan 



, .>o non 
L pionao 



L My Llttla Ma/gl* 



GE Thoam 



Sum 7 
Briitel'Mj-an 
Mil, p 



| 36NY 
I Kl.uw 



TV Playtiouaa I 

11Q 
dooOrnj Ttr% 1 
A Hubbar I 
««T | LI,' 



PAG all . 

Hblllp Wo, 
phll morrla 
HSHj 



Pftllca TV Plttii 
J'hllco Corp 1 
radio. TV aali I 
ralrlf I 
• INT till 
« all *tl T 
14500 Mutaulaa Uiiw. 



ST • so n 



DtrambT Brld* 5SNT 
On Pila: Irul j 

1S7NY li 



■it lut 

a Pie, 
■* Oap 



Father Know* 

O.iS 
P Lorlllard. 



I Loretta Voupg I 
Show 1 
P*o ud.. uirl 

1 I3BNY p 



- YAH HQ, pop . 
Wnal i My LIboT 
•umlnrue-Buid 

»AR aI|.S« 

Jin kjmi.aw; 

gffir' P00< I? 

Lol|l. IJ^O, S00 _ 

• u» N... |.-'f' 

^orwicn . p*pu 

ilamol. no as lot 
MKT f. 



Boalnfi, [ram , 
itlarn^ Parkway 

(eoofdl 



Sludla On* 

IVgcUnghouls 
appllaaid, TV 



I R Manlgomiry 
> Pittonti 

19 C Juhi 
a 2S\ il 
_J. NLA B.I 



Oanny Th«nn | 

Amarltan tW ■ ■ 
. pall mall I 1 
; SSCfi !•» (Ml) 

(Oodta. ChmlarV 
I30.M; L 
I Giant 12«.00fl 
U.S. Btaaf - j 
Thaatro I 
US Meal Carpi 
9U.N Y ij 
I | *:3O.10'3O 

«dL' BBDO 135.000 



K I at tar all wk| 

Carld I'lcHJt 
I HST L 

SSC B 12 0,000 

Tha Naa^i - 
Rtd Skolltn 1 
W>™ I 
Pel Ulll ) 
Cardrt er al t nit 
Johnton 



Bob Cummlngal 
M« I 

B. J. h>moldtlj 

■ Indoo. rarillti 



Amar Tub* ' 
lucky airlkea , 
B3.NT all m <5L ' 



1,1 11 . NLAB I 
0 135.000 

ID Hour u n MI „ I 



. .sfi KofrlnaUir? 

■ Gayer all Kt 

| ^ IIj iIoii Prorli | 



VAR 



132.01 



BBQO 133.000 



'McE 13! 000 Af Rlngtlda ^ prcframlng 



Stop th* Muile 
Eigulalta Form 
Blualera 

Cray alt ark 

Quality Jowelt'a j 
I « t J, f 

tie, 000 



«0Hj 

I Com pl an 126,000* 
Aimttroni C|rc|* 
Thaotr* I 
Arniiiant Cort ( 
Boor eprtrlngi ) 
68NT jj 



• w 122,000 I 

Maipuerada 1 Tha Mllllanalraf 

, Pirly I (.ol,,,, | u .|rr 

inooiartMrt: 1 ci m. pilmoll> 
eiqul, B po||. n j , rn)i , fU) 

opul a|| ,rta ni.VT i* 



Th* Ray MM fa no 

Show 
i GVn Etactrle 
Li' SON V L 
Mutn 118,5 00, 
Cllraaj (itruBui 
} 13 wka or 41 

IChmler Onrp 1 
Hj ijoa.so L 
MrE 1W .0OO 
f Shower at Stari 
I imlety, 1 n | 



McE 



You Bal Your 
Ufa 



UeflMo utl Oil I 



1 NT f onl L 
la Tin Ed-Kltn, r 
■run Co. Perry - CtaT" 
d *nea^ lam. thtHarfldi 

Cngh'ro A WalWil 



Cora .Co I a Co 
lOarVY 
O'Any 



110.008 



rrlal 



lobort Piurm Mama 
Lara banAFi ailiy Owa Pdi 

Holpolni appllan alIW \ 6 * 

am 

| BBOO 124,000 , M "** Wa.000 BAB 




53Hy 
MeJAA 



Knomark 
I eaqu 
J MopuJ 

B8NT 

var' 



111,000 I 



173. OW Chle4p , 9fm El.l 
| phany Orchaetra Jf,|" 
a Satitt 0,1 l> MNV 



BBDO 120. 000 



Who Said That? ,''"J" 

RhttdTcr Pen I ltfJ ' S * 

flntllno dli I „ 

TONT J City 

Seedi J420O 



Truth or 
Contepuancae 
! Larlllaid 

9t5Hj ,01 ' 1 ' i 



J 3SNT G 

1 <WT llj.009 

I Pond'a Theatre , 
31? land'. E«ii,ri 

I S, 10. 10 30 

,W T 122.00Q S 



til mu end 
Shmer ol Stan 
» 30. 9 So 
Chryiler Corp 
MeCano-ENcltian 



Where ttiBteryT' OraajDar 
Alios B Uu Mont <-Ue*tl A ilreri: 
Labi : du moot /_ "Jieiltrllaldi 
It eau I»NT , 



lira of Riley 

Oult Oil 
120 NT 



" Sehllti Pliy. 

ar a Sacoad J achirta *B rlwloa 
'|eO ( Datld [iJNT 



Tha Stranger 
POarmaciuilciii 

1S.VT L 
I III 2/11 
111.00 0 Klattar 110.000 



«CB__ 
81.NT a 



Ford Thea 
One Mlnuto Fa "> Motor 



c" 1 



liuTr'^alrt '"Cof, 
WWT «.t*.r ' 
aaanatt it. 



Tanlghl ' 
lBlai* Allen 
11*30 pm' I an , 

I min parllc: I 

'.gi. A ir.lt 
31T00 ta (51? 



IKo ntiwort ift 4i 

Drotramlnt „W|.|in 

I 1 '" 

I Red B 



L'fllff 130.000 

Bctt ol Btondway 

iul'c I 
McCann.Erlrkioi 
11 00.000 

Corner I 
Kl ale Farm Inal 

SY ■ 0 .15-1 1 L 
VLAB 11500 



Hug Btahop 
"■met In i 
j tlOy L, 

I Spelter 12S.0OQ " 
Big Town 
l*rar Broa 
SSCB, MeE. 
Ogllry, Banitai 
A M alher 
A 5. Sriaik Pluj 
TINT .It .k jr 
Brother |l8.0OO = 



'j-SONY 
- e OFS 



Public Datondar I 

I'lilllp llorrlt I 

57 Hj l! 

Ro.lon SSCBj 

an iiki ai ana 

BBAT 111,0001 



Nimt Thai Tune 
Warier arndl 

•<:iii ,n m L 

SSCB n.e ball 



Lua vi dee 
Thoatr* 
Lorar Broa: 



'| Vlrero 
„I3!H» 

proetamloj" ", Bale* 



fOur Mlu ftreoaa _ 
— 1 Uen J/Ut loal 
tajik a. Leu i ],|| 0 . 
IblMtcia [roa (d» 



i- 



(Ooar Phwba 
Campbell Soul 
II Hj 



A Banntt t j 



^o oei- 
icrosiaml 



Tpnight 
(SleT* Allen) 
11J0 pa.] am 



j inVv^al'i'm 
, CAW in 



llama. II 

II NY 



C-M 

L 

Chen 



protreitlnt 


No oaiwori 
piotrimint 


.No neiwork 




No nil work 
pro treating 


C«ne Autry 
Wm Wrltlty Jr 
AY P 
BAR 128,000 


No neiwork 


Mtnti "p" I 

ft. i 


J 

L Cam**** 

(•locumentary) 
n « T * 


Beal the Clock 
Sfl-lr.1i Elecll 

Prodi 
STNT L 

JWT 111,000 

1 1 


Swim Bh*w 
Wag an 

Vat" ' * C ° L 
JWT 120,000 


L 
0 

Ootty Mack 

0 Cinrl ' 


Co iponiori 

Bryin Houilon 

It A E * lte """ 
^ ShiaiTer Pen 

10TNT L 
172,000 


1 ' — 

-No neiwork 
protraoUpi 


Mliaey Raanoy 
^■lllibory Mllli 

Brrra nianl Co 
1 1 Hj alt-ak T 
Burnart 1} 7.000 


So mil it 

Hollywood 
T.eil Co 
Hl^IIy p 
WH» A Gallai 

128,000 


Oiark lublloa 

a Sprlnrttld. 

' Jlo L 

o! ""Cur"' 

j 1 


Tar* tar tha 

P Lorlllard 
^Irt aold elgi 
112.VT L 
LAN 112.000 


Wrettllng 
Iram Chloata 

Ch co-op L 


•nrlfrC^" BCAP 
Johm i. « Johnt'n 
Y AR [0 min 

*">S MrE 
90NT L 
138.000 


My Fa.orlta 

Prm lar A (Tambla 
Y AR a), 

"simmoni- btau- 
lyreil. hlJ*.e' 

e-.Oj altwtj L 
YAH 526,000 


Jimmy Ounnie : 
Oinild D'CMaoe 

Kudner I'O.OOO 
!>prrlmln 

» 10*30 1 <I In 1 
Oldjamobil,. 

Brttfiar 1200.000 


■ ha Slark Club 

1 Oemm Corp 
( 10-ffllo eat 

0 BBOO 
I 


Prateuiaaal 

Ftther 
Heleno Curlli l 
-udgm all nkl 

>SCB 12S.00o' 


- - -■— ■ -1 

Wnatllng 
(ram Chltaga 

Cb co-op 1, 


Cearga Good 
11 wka In 41 

Artnout Co 
FCAB 

Caidner 

10INT L 

129.000 

Your Hit Parade 
WameiHudnul 
KAE 

Aa.tr Tobacco 
lutky mika 
3o.NY r 

BBDO 133,000 


, 

i No neiwork 
1 Drogramlnt 

I 


Willy 
Gen Jlla; gold 

StNT ' "Ljj 

DF3. 

Eity_ _128,orj : o' 



Wrutllnt 
iiom Chlraao ^ 



i Sporte Shaven 



Pre 



Tonlghl 

ISitin Allenl 
11*30 prs-1 an 
Vai mf L 
l-mln portlc • 
rim* * laMnl- 
U700 1* 1SI00 



protramlni 



Tonighl 
tSlara Allen) 



I- min p*iilc 
(3700 le isio* 



I Toalthl 
(Sloia Allonl 
11:30 pm' 1 am I 

'"w7t» lo'lsTc'p ., 



I Borte-alldwv I 

S6CH L" 
1 11*05-11, JO 
Glyrr 1 1 775 



and explanation* to help you me chart 

rotrr lent production ooly do out include commomalt or lime c-nargoa. Tbej 
wlnde ihr ll* agaocy enamltelonl to tha elleot. -Soma 0\a ihone are rami 
» me bruit of ao many orltlnala and to many rerum In rjueb raj« uia 
roitrni the eieratr roel per eho» oeel 11m full eteion, Mhm e prlre tor an 
"t o ,t,. w j, nam] n, Siuoday only, ll.al raid Uie elo'r loi Ihe ueek 

- EaiUrn Slandard Tin*. 
HVlaTIOMt: Rail, Balllmoia: Cb, Cnlcato: Hi. Hal I ywnrjrd*._ NT , 
, produru: 



Sp»tiii»r« tinted atithnhfllmthi ici(h ngenm mid Iim»? on <jir 



lm: TBA, to b 
' SOL mrim ! 



le. re.118 and TT ; tlmul. ... — 

T5NT meana ihow le earrled an IB eliiloni. ar gl- 
lillunt | fieri 1 1 ili<rw lier, ihi real tarry tl rla klnr, 
menlloned In rhari arr nlii'tad <Jo Ihli pmrram. 



ill M F 0-10 i 
A'hcri). Itikir 
r 11 F f ■• am i 



rum II ,J,1! I 



l-nln r aril r|j. all dt 



irll i 



, itrrlLd > 
lllilrr.1 HI 

Narlbau\ 



Ceili p^kir., MrCenn 
- *n a ii.ui D f 54 ilelloni nail In ooail. 

I* MB £HT, u.t Oral liouf la tern only I 
™"l trxl H'ni Hoail loin, taC Uie ItUd 
»"i l»ar are icnraied In Ihe ihlia 

II Boon and Taalght U T 1140 



r-r ISO fll'Eli l'i .lair, anvii timer 
I esn1'1«l (i™*Hl Klrrirlr \tuori: 
Mi'l ^ar Kl>1 HVv-l. Illroidrt A 
arrni, J M Melhr* Ctonnntirl elt 
v ehvw Ii a-luelly tr-lnrut for ihrw 
ip !*jn. flia iNwd l."ur in Mil U\t 
j- In ths Cvnlial wnr Coennierrl all 

-1 am, ai* elw pan of NBC T? 



A. C, Spirt Plug, Bioll.ai: SHC.Xl '10 :30- Il pm 
Ad ml I el Corp,, Erwln, VYaiey*. DTV Tu IlJOpm 
Aleaa. F*ll I BS Tu 10 ,3011pm 
Alum C*. ef CinMa, JWT: CBS Bun I I JU pm 
Aman*. Jtiury, Lei A Stuthalli CDS, Sat 3, 



Amor. Noma 



f-V 11 1 1-30 pm 



Hrrtr nil Co, I. 
Amn, Salrly Ru 



r i is 'jd n 

ai 11-ns SM ] 
: an. a au i 
t in*ai" 



- ABC, Sun t » 
T.I Th 1 30- 4.1 nm* 
NBC, rll F •■1:30 pin; ABC. alt Tu •"■■•:J0 
pm; BliDO. Lllf. Sun I M'* pm; N"BC, all 
M 0*3010. SO pm: alt Sol 10 JO- II pm 
Armaer A Co, FCAB, MIT Sn 1.1. linn pm 
Armiinng Cotk, BBfM) * MJC. Tu 9 30-10 pm 
*„* Mlp . Lu IcIhl CBS W I -30-45 pro 
Biyu* Tiper, II irrv AUC lun B B* 1 1 Dm 
Br li Fdi.. DPS CBS, W 10 18 3-0 am*. J- » " 1* Dm 
Hairl Blahop, ftperlor* MIC, W I010.JO pm; 

vnr Sun r-30-n hm Itr | "HI; Tu *■• Dm 
Bardan Ca„ \*T1- NBC. Tl. B'30-3 pm; OCSS: 

CBS. P 11-11 13 un 
fir I Mo Wlp., JWT IHC Til SOJO nm 
BrlaUl Myan, fiC>tfl*. CR» Ban 0 S*) 10 DO', 

TAB W W 10 30 10 am: Th »^0 10 -pm 
Brawn Stioa, BuiEftt: ABC, Sal 10:30 11 am 



L Wllllamton. Balae. CBS, P 10 10J0 pm 
Bulek, Kuilnri: NTlC, Tu U U pm 
Conobell Boup, BBUO*. finC, F 0.3010 pm; CBS, 

Carnation. Entln^'wuey: CDS, SI 11:30 pel 
Coilrr Pr<Kli,. r«»CU a' IIS, all Tu M U 30 pm: 
CBS- Columbia, Boln* PlfS, Tu I k 30 |im 
Chen SHI, I'imi.hfll P-il.l. ADC, Th 8:30, B pis; 

SUH. 'f. Tli r-jn.ir. pm 

Chrjiln, AVer Cbf, Hoi 10- HI'jIO pin'. MiC, 
SI1C, Tu in M- 11 fira, CHS, Tli 0.3U.8.30 pm 
Chun Kino. JUT ' fUs ■)! Tl m.l,'.-J0 era 
Cllii. KHIIAS: A 11C Huti 9-IS 30 rn 
Cora Celt U'.lni Mill, P *30 J5 om 

CelBalo, -rint i 'I it* V \\ ^ II 3'i ''J 

v o 30 unt: m w I' 3 3-30 pm ; nm> mbc, 

Hin IH pis; NMC, Tu S.t.*i-i*i pm: ."fnC, 31 P 
M-Jln 1.1 pie; llnuelon l.lj-.l t-in 

Cennlo-k Fdi., II rll I'Mh all tl IU 15-30 am 

Contlnrntel Bkg . Jlniei Mil' *>t l an fl |i rn 

Comrrlrd Rler I ro II 11* I'll- I' Id 11-11 am 

Corn Pinv, C I. MNIrr' CHS, W 2-S li pm 
Meleni CiiMIi, l.iidtui: flW, Tu '.".15.30 pm: " 
m m 30 " 



. \n-.„, 

DfSola Mator, Mlllin 
Dodpa, Ounl *IIJ". Tu 
Oixikln, Cnry I MS. V 



till!, 



: -,in 4 



Dn Chrmltol, It 
fliiMiml Lain , ,1 
Du Pont, riBHO' 



i»],\A| MlC, 51 0 • 30 pm 

a HC, Tu f'jo ■ pm 



Eattrian Kodak, jt\T- NBC, W 1-7:30 pm 
teenomlee Leo, slliW f 10158-1 an 

tlectrli Coa,, Ajar CI16, all Bun 8 JO I pm 
Elgin YMt ,\Ul' ti T u .10 I n 'Jo pm 
Emeiion Orug, LAX- DTK, ell T 10-10:30 nm 
Ctpultlle Form, C7ia) ,\]1C, all To 10,'jO ll pin 
Fallh lar Tooay, ltn.kl.lll ,tBC. Hun 11130-1 pm 
Fimitona, Snrrner A: Jean- AUC. 51 tl 30 0 pm 
Flrrlda Cllrm ,ttVT Mir tu i in fi P m 
Fern, JWT NTlr. Th 130, IS pio: i: ■ ct tih 

M H-k in [.ni 
Fiaarlay Corp, FT.-iB' NflC, "un T-IlSO pm 
fl T, Fianih, JWT Mir, \V CHI, IS iioi 
Cemei Corp., TIBTit) ,\BC Sei 10-10:30 pin 
Ornrral Elreirk, Ilium rn* «ui, t> u .in ,.| Ul - Th 

T 15-8 pin; TATt NtlC. «* 8-**30 pm 
Cenrrel Foode. YAH*. CBS, >* 0 30. ID pm ; 51 
980, 10 pm: NtlC, Run P'JO-r pin; CBs, M r 
" --,* NBC, Tu R J pm; CHS, \V 3*36- 



■il pm; l\i 
Ctnersl M Jlli . 



■r* 1 



ens 
i' s ' S 



ir iT pin: iini»ii- riis, 

M »T, Fl n-l ,.n,; It P *]Vln pm, TL 
CHS SP | n-ii .nn ora . >nc I' lO IS-JO am 
meal Meiuie, Filgldetra, TCAB: CBS. Tu, Tl), 
O 30.4n am ,|| w f ;p. 9 ,, m: pgntiac. M t , 
J4A! MlC. V 5'S 30 lira 
ibrr Pratt, |i'.i,„. m, Li Th | D 15.30 em 
llllle^. Mat 11 ^111 f I -ire I 

li.*"." •'■I'-un ■ n- Tg 11 -. 

■i«n Olinl, Flumrtt: .MIC, an S01 a ■ a .30 pm 



n.\m. Hit H , ,»" VUl* < l-" oii.in 
Cull Oil, YAB: MlC P 6 30-1 I'd 
Hell Bie-t.. FCAB: NUC. Sun 5 6 pm 



Htrlt hitn., Uir 



lipt 



A IlC, 



1 U- 1?:1S pm 
l 3U-V vn; Nlll', 

, F S t S« pm 

n jn r 



J ml' I SHoo, Hrii 
I nil Sl'lru. \,\ 
JohniM 



Krl'.o 



(US, 



riielti ' Clia, nil T i 30 » pm 
Mural A MrDarald*. NBC. oil 

If Any,* Mlt', T 10 15-30 em 

l.-vll CMS. f*r.| 0 30, 10 pin 
hi W r>rr SllC M K 1 l"'-3n |im 
lilt, JWT: TOC, all Sun C o 30 pm 

nnnir-n, v.Mt .Mir. **ai » an 10 mo 

Hli man Biuik* T1TN , Th Ti ll P>*» 
in, NI.ATli S*BC, ill M 9-Sn-l* JO pm ; 

- " in 111 inn 



Tu, T11 



jo- 1 



u , ,J 10 IS- 11 L... 
Hnxna'k Mlg M-snl Hit' ell Y>' 9 0 30 pni 
Hralt Foodi. JWT MIC. W 9- 10 pint Sol 11*30- 
LtmDeir Phnim,, I.APJ A TIC. ell f 8 * ,30 pm 
Lohn A Fink, I AN: ABC, V S 30 I pm 
iMdt-rrle. LAW I'TN r IP 1 li '30 pi* 
Lorei Bin,, .Mr- E CBS. H, W 11,11.15 am: Sal 
I lO'I Pin; NBC, W 10,3011 nm, iyn J . 
CBS, M. W, ¥ ?:30 I3 pvn: JWT. NBC, 
Th toil pm 
Llbn-i ,IW'T T1TK Th 3- 2 ' 11 nm 
Llggoll A Myaia, CAWL CUB, M, W, P T 45 1 
pin; NBC, Hi 0 »:S0 pm; ABC, W B.SO t'piu 



Llnteln, Martury, KAE ODN, Sun 18 pm 
Thf.mii J. Upton Y&R iCII*-> M < 30 tt nm 
Lonninit, tlrnnrii CHs* U, w, P II 11:15 nm 
P, LMlllaid, Villi* CDS, Sun 10, 10:30 pn 

. J. M llalhat MIL", V itW IS pm 



1 m . 



U1C ■ 



I CbIigb- m*. 51 10-1- 1 13 am 
Mnyleg, SlrCon* ■ Erlekeon : CBS, Sal 3 4:30 pm 
Milut LaOe, Wa.ie HTN, M-h 7:10-30 nm, L1S4, 

Tu 10-10 r. tm, 2-2 1,1 pm 
Minn Mining, HUIirj CHS, M, W 10*15 II em 
Mogen Dsrld, Write A Coilrr: ADC, P l »:30 pm 
1 K-nnl.iiln Noum run, r-in 111 ao-11 un 
Philip Merit, Itimv Ittlnl A Tulno t*liS tl !> 

i) .111 pin. ill Tli 10- ID .10 pm 
Nath Kiltlnnto*. Grirr: ens, all Tu 10 10 30 pn 
Nji I rgncull, Mn 1; ■ CM- Ta Tu 11 II 15 am 

ABC, P 1 .30 S pm; CBS, all T I 30 * pm 
Nal'l Oolry "rrtt.. ttei 1 'lit* Sal 12-1 am 
Hortlo llrran noutlon- COS. Sal H-» pm; Mc 

Conr Erlrkaon*. ABC. all Sot U-11'30 in 
Narrron, tbtiull Khnhtll fits. *un 5it'ja pm 
■eirwlrh Phir-n H*1>' CM" "un H-M |t nm 
Nairemi, SSCH CBS ell 1' 10 30 11 nm; ell 

Ml 10. Ill ,111 pm 
Oldtmoblla, llrnllirr Nlll' Mil Sal 0-IO30 »oi 
Pabil Wenrlrk ,1 l^slrr CIIH W ID p*n in tun 
Pnrinr AI Ilia, JWT * tUS all M 1010:18 im 
Pan.Am Alrwaye, JWT: Mil*, til Sun A-VI-in p n 
Pi-oel-Colo Co,, IHI.iT* ABC, Hun 1 3-3-8 pni 
P»l Milk, fl^nlnrc- ril.H oil Tu O.*30 10 pm . 

NBC, »»l IO-10'JO pm 
ftSJir-nerfuilrali I no . -Rli-Hrr- rtlK P T'10.1^ 
lim: Nltf, fliil I 4 30 pin. CBS T 9-0:30 pm 



UPhllra liuirhlni' NUC. all "no ■ I" nip 
Plllibuiy. Dunirii: CBS, M TU 11:13-30 am: M- 

Th I II-3 pm: Sat I-030 pm: W BiO-i pm 
.Plymoulh, .tyrr .MlC. 3 ol 1 M e» IV 7 13- n pm 
Pond 1 Eilrar/I, JWT* ,1BC, Th 9*30 10 SO pm 
Procter A Qanblo, D P S, BAH, mow, nmm A 

Tulm, ODisplon* CBS, 51 V l?.30 l pmt 1 13- 

1 pro: 4 30 5 pm; I - 1 IS pm; U » 0;30 nm; 

NB1' Tu » D'Sft pm, Air 3.45-4 pn ; Sun 

111- 10 3H pm; W 10-10.30 pm 
Prudential Int , CAB CHS, all Aun -3*30-1 pm 
Ouakrr Oflt. NLAB: NBC, Hi Bun 4 JO I pm; 

Wheriy, Diker A Tlldrn: CBS, »un 17 30- 1 pm 
Duality U.rlan. Oier. ARC. all Tu 10:30-11 pm 
R el lion Purina, Guild, Baicoa A HouOcIl: ABC, 

M :.10 t pm 
RCA, KAE: NBC, M ■ • SO pm 
ni-mmplan Rind, TAR CltS ell r«un 10 10 11 

1... ttlrr ill IV 'i 0 3'» nm 
Rrtlon, ft-M'll: MIC, 3-un H30-IU pm: I'US all 

1' ML IU 50 pm 
It 1 Nr.nol.li R*i> PTI-4 WO-mmnm P « tn 

*.' pm NUT. M, T. Th. P " 4V« oai, NBC, 

sun in M l I jim; 3 rt I Tli, IV 30-1 PU 
Rrynaldo Uriala. 3---1* M*C. Hun I K pm 
RaiaHald Pkg.. fl BAB: ABC Sun f T 30 pm 
Schick, K,M. tBa. Sel »-l I'm 
Srnilu Brr*lnp I AN iMii V It I *30 in. 
Stall Paeei. JWT NIHI. W I 30- U pm: CRS-, 

«.,P .1 « 30 11m 
Ssrulan Co,, L.I-j or.l Klellei DTN I' » • SO pm, 

1.T--1 Jim « .nn-in r.™-. NTHJ M P 3:5n 11 r-m 
-Shoallar Pan, Srr.li CMS, Sal S H PtO. ABC, W 

8-30,10 pin 



Slmmene. \JtR CBS Kal B30-ln pm 
Slmenii C*. SSCB NBC. alt P 9 OJO rni, CBir 

W* 3 3U-I5 put 
Slngtr Sewing, 1AR CB«, Th 13010 pm 
S O.S., ilrCaim Eilttra-41. CBS, all P 3 30- 13 pm 

Spaldal, SSCB* .TSC. ,M I ■I.JO pm 
Slaloy Mlg,, I1AR CBS, ell M 10:13 30 em 
Slindard Bcande. Hal aa ,NHC, 51 3*30 0 pm 
Slala Farm, N LAB * CBS, W 10:13-11 pm 
Studob-uer. Parkard, BAR ABC M SSJO pm 
Sunburn, lurm I'-, le MIC. Sun T 30-9 om 
Sainton, TalUem UIU CB» Tli n. 10 31, 3-311- l'. 
Swtatt Co., M.iHIk, Uim NUC, Sat 10-11 am 
Swill, JttT CBS. Th, P 10- 10 15 am: F 11*15, 
11.30 am: MrF DTN, P 2 2 15 pm; NBC 

SylianVt, ' JWT: CBS, Sat 7*30-8 pm 
Tbi.io Ca,. Kn-lne. NBC, fti 9 SI, 10 Pm 
Tlda Weirr, Burhanen* ABC, 51, W. P T:15 30PiD 
T<nl Ca,, WAG: CBS, W 8 3:30 pm: T, Tb 11' 
1 15 em, T S*50- 43 pm: Hvmelt. CBS, T, 
Th 17 17. II pm: NBC. Sun 7-r SO pm; Sal, 
1309 pm: TL' NBC, M T*SU 45 pm 
US Slarl, ttllim tl'i;, all Tu M'*Jii-lu30 pm 
Wander Co.. T-L; CBS. Sal 11-11:30 an: W 
1013. 30 am 

Welch Ccapa Juier, DCMS MlC. all P S 15 * pra 
Wrtien Oil. Plttici old NBC. W, P 4-1 10 Pm 
Woitem Union. FYai-Jc l^it 1TN. I* 10 30 II pm 
Waatlnghouae. lb Ceiin- ti Ichexa LHH, U 10 11 pm 
Wrlgley, SLktl CM*. Sol MM pm 
Yardlty, irrr- I'llS P 10 SP- IS am 
Zanlth, TAB: CBS, Sun 3-8J0 Pm 



PULSE FOR DEPENDABILITY 

We've been yelling about thjs over and over — and 
still it's "news". Please note that U.S. Puise TV 
uses a minimum sample of 117,000 interviews 
monthly for each report. 



Minimum sample 
per network program 
is 6,000 completed 
family interviews! 

Regular Pulse subscribers pay the ridiculously low 
price of only $100 per. month! For the invaluable" 
ratings data, full audience composition, total 
families, special films sec-Son, eft.' — quick delivery, 
so you can act fast o,n the data, while the injorma 
tion is stijl news! 
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TV COMPARAGRAPH ©F NETWORK PROGRAMS 



Daytime 



TUESDAY 



WEDNESDAY 

u r 1 r 



THURSDAY 



Look lip, 
art Ltr? 



No c.twork 'No "*l"oft N« nMwork C— It" 

mvtrmtm PJ.««r#tDi(n pror-^lnj; leu ovf 



Barti Uu Proda 

nca l 

H«rt— MM 



Otm Mm, ., 
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M.iltnd: A4Q 

■It m 10' l OHB 
Cnmtlwk 1 LB 
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•kVT ill n L 
<i or 1103B 

Arthur G.dfrty 
BHttl-M/Tt,Y4R 

o.rt iv g o- IS 
,3u>. bbdo 

mw 10:13-11 
40V it h 
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Godtrry (could) 
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•torkftll.I 11800 * 



Fitntlin rf 
Foltk 
fijjl limit prof. 
Id co-op "lib 
Ml Cornell «f 
Cn. vt CbrUl 
ST L*r 



( i/Bnll 1. 



+ 



Lit* ^1 



This month throughout the U.S. t 117,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 
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RURAL 




TB* -i«rHi 
(Mini rr*=» 7" ' 1 
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Bu—r Glnui 
Ktlloct Co 
com 0«k*r 
ITNT 

0-1-10 



0 an Its tit 
r-«-J0" 

AlOBlBjum CO 



URBAN COVERACE 



PULSE, Inc., 15 West 46th St. t New York 36 
Telephone: Judson 6-3316 
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. tTTTf MWI 
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Ttlhtoi- Laird 
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Htrl 
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roytJ puddlDi. 
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Hi ro- 1 
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PAO- lldc 
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kill"'"'. 3*atti 
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When you buy a market you want the complete 
melon — not just a slice or two. That's why adver- 
tisers are choosing KOIN-TV, Portland Oregon's 
only VHF station . . . Portland's only maximum 
power station. 

The giant KOIN-TV tower, 1530 feet above 
average terrain, plus maximum power of 100,000 
watts on Channel 6 blankets over 35,000 square 
miles in the prosperous Pacific Northwest. 
KOIN-TV delivers a consistent picture as far as 
150 miles from Portland . . . reaching 30 Oregon 
and Southern Washington counties. No other 
advertising buy in the area can duplicate this 
sales coverage. Write, wire or phone us for 
complete availabilities. 




KOIN-TV 



PORTLAND, OREGON 



CHANNEL 6 

Represented Nationally by 
CBS Television Spot Sales 
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CREDIT CLOTHING 



HOMES 



^PON^OR: I nion Clothing Store- AGENCY: Direct 

C\P>ILE CASE HISTOID : A retail credit clothing 
store oicner lias discovered that he can use a rodio show 
to build store traffic immediately, lie sponsored a quiz 
program, in Spanish, which offered listeners small dis- 
counts on purchases for the correct answers instead of 
prizes. Three five-minute announcements at 11 a.m. on 
Monday. Wednesday and Friday for one neck brought 
H6 customers into the store with the correct answer. 
The cost per show was £8.65 or a total oj $25.95. 



K( OR, San Antonio 



PROGRAM: Announcements 




results 



TV and RADIO SETS 

SPONSOR: Hill Tv and Radio AGENCY; Direct 

CAPS! LE CA**K HISTORY : I man who was inclined to 
doubt tlutl radio had any listeners at night he's installed 
more tv sets than any other merchant in Hamilton — dis- 
covered that nighttime radio greatly increased his sales, 
lie moved $15,000 in merchandise in a three-day period 
following an offer on a two-hour request show. Announce- 
ments were made on the 8:30-10:30 p.m. program that 
new cloch radios, valuer! at $69.95, would be sold for $30 
with the trade-in of any old clock. Two days later 115 
clock radios lwd been sold and at least 25 customers 
turned away because the supply was exhausted. Thirty- 
one tv sets were also sold as a result of the traffic. The 
cost of each program was $225. 



CI1.ML, Hamilton. Ontario 



PROGRAM : Two-hour 
All Request Sliou 



SPONSOR: John F. Long, Home Builder AGENCY; Al p ott 

CAPS I LE CASE HISTORY: Saturation announcements 
on five Phoenix radio stations, along with some tv and 
newspaper ads sold 225 homes in six weeks for Builder 
John F. Long. The competition in this area is keen, as a 
great, number of housing projects are being built simul- 
taneonsly. John F. Long is convinced that the radio cam- 
paign, which costs approximately $4,000 a month, playsa 
large part in popularizing his Maryiale Terrace homes. 
The schedule is for six months. 



KPIIO, KOY, KOOL. KR1Z. KRt'X. 
Phoenix, Arizona 



PROGRAM: 
Announcement; 



REFRIGERATORS 



( \PSl LE CASE HISTORY : ,,// 9 o'clock the morning of 
a flood in Chicago, the company called ihe station to pUtce 
as many station break announcements as possible to in- 
form Ihe public that sump pirmps, de-watering pumps, 
electric motors and emergent y generating sets icere avail- 
able. Some 10 announcements went on the air the first 
at 11 cm. and the last at 10:18 p.m. On that day alone 
375 sump pumps ranging in price from $65 to $1 10 were 
sold as well as eveiy dr-walering pump in stock at double 
that price. Sales continue to be made as a result oj con- 
tacts made all that day. 



SPONSOR: Goodyear Service Stores AGENCY: Direct 

CAI'Sl LE CASE HISTORY: Three Gooth ear Service 
Stores used radio to announce the fact that they were giv- 
ing away turkeys with every purchase oj a GE Refrigera- 
tor. Morning and evening announcements Monday 
through Saturday in one week cost $450. After all the 
turkeys were sold out, hams were given with the rejris,. 
erators and after all the refrigerators were gone. GE 
Ranges were pushed. In that, week the sponsor took in 
$26,000 and believes much of it was due to the radio 
announcements. 



WM1E, Miami 



PROGRAM: Gospel Train ' Cracker Jir 



DRY CLEANERS 



AGENCY: Direct 



SPONSOR: Baxter Careful 
Launderers & Dry Cleaners 

CAPSULE CASE HISTOID : Before opening a new drive- 
in laundry and dry cleaning store, the company arranged 
for radio announcements. Lewis A. Sperry, Division Man- 
ager oj the Company, reports: "/ have never before heard 
the response we got from that advertising. Over 50 peo- 
ple mentioned to us that they heard the advertising on 
WkBZ and many oj them said they brought work in to 
try us because oj it. . . . While the number 50 isn't a 
large amount, it is significant to me because I know thai 
many others come in who didn't mention the radio adver- 
tising, but who must have been influenced by it. We are 
sure it did help, because our sales reports show it." The 
campaign lasted nine days and cost $170. 



WKBZ, Muskrg-m, Mirh. 



PROGRAM: Announcements 



C VPSl I E ( \SE HISTORY: This grocery launched a se- 
ries of announcements on U D.ik's Cti/.zin Al Show in 
.lone, ft was so successful that by October Lewis Jones 
decided to expand his advertising, bought a schedule eon-\ 
sisling of an hour and 20 minutes of solid time on Sat- 
urday mornings for the Lewis Jours Open House show. 
After the first broadcast, business rose $500 above pre- 
vious Saturdays: by the third week, it was up $1,100. 
Since June, reports Jones, his over-all soles have in- 
creased 30' V . His Saturday radio show costs $60 a week. 



\\ DAK, Colimihus, Oa. 



PUMPS 


GROCERY STORE 


SPONSOR: Fairbanks. Morse & Co. AGENCY: The Buchen Co. 


>PONSOR: Lewi* Jones Grocery AGENCY: Direct 



WON, Chicago 



PROGRAM: Station breaks 



PROGRAM: Announcements! 
l^ewis Jonc* Open House 




It won't help you... if it's not available 



Oft-quoted high ratings frequently turn out to be nothing 
but window dressing. . . they're just not available to YOU. 

So w hen you shop for radio time in Los Angeles or San 
Francisco, be sure you get the real merchandise . . . consis- 
tently good ratings that ARE available to do a selling job for 
YOU ... on KHJ and KFRC. 

Compare specific ratings . . . not averages ... of availabil- 
ities on KHJ and KFRC against the field. Compare the low, 
ioWisday/night rates of Don Lee's key stations that deliver 
^theseitwo wealthy markets at lower cost per thousand. 

»\ And remember ... audiences on KHJ and KFRC are 
tuned'for thoughtful listening, not just a muted background. 
They hear your message and they respond . . . with sales. 

You might buy bigger ... at a price! . . . but you can't buy 
better than the low cost-per-thousand of KHJ Los Angeles 
and KFRC San Francisco. Ask your Don Lee or H-R Repre- 
sentative for specifics. 



KHJ 



LOS ANGELES 

5000 W-930 KC 




RADIO 



Represented Nationally by 



H-R 



UP 



REPRESENTATIVES, Inc. 
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'Solid as a Storer Station" is 




a compliment applied only to a station whose 

solid foundation in the community it serves is 
exceeded only by solid selling oh the air. 

For a sales campaign that is successful, satisfactory 
and solid — sell on a Storer Station. 





ORER BROADCASTING COMPANY 




WSPD • WSPD-TV 

Toledo, Ohio 

WJW « WXEL-TV 

Cleveland, Ohio 



KPTV 

Portland, Ore. 

WBRC r WBRC-TV 

Birmingham, Ala. 



WAGA • WAGA-TV 

Atlanta, Ga. 

WWVA 

Wheeling, W. Va. 



WJBK • WJBK-TV 

Detroit, Mich. 

WGBS • WGBS-TV 

• Miami, Fla* 



NATIONAL SALES HEADQUARTERS: 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales Mgr. 

1 1 8 E 57th St., New York 22, ELdorado 5-7690 • 23d N^Michigari Ave., Chicago 1, Franklin 2-6498 



TO SELL 
JACKSONVILLE 

(and the rich Northeast 
Florida market . . .) 




WJHP-TV 

Channel 36 

§ § § 

76,500 UHF SETS-IN-USE 

§ § § 

ABC • NBC • DuMONT 
Television Networks 

§ § § 

For rates, availabilities, and oth- 
er information, call Jacksonville 
EX 8-9751 or New York MU 
7-5047. 

WJHP-TV 

JACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 

Represented nationally by 
John 11. Perry Associates 




agency profile 



Ltmsing B. Lindquist 

Ketchum, MacLeod & Grove, Pittsburgh, Pa. 

V.p. in charge of radio-tv 



Lansing Lindquist. Kelt hum, MacLeod & Grove's v.p. in charge 
of radio-tv, savs lie works '"in the woods. In Madison Ave. stand- 
ards."' To service his air media accounts. Lindquist has to go to 
New York about twice a nionlh for a couple of da\~. 

"It s a choice of commuting to New ^ oik or commuting to Pitt>- 
hurgh.' savs he. '"It seems to management here that it is far more 
important thai we he immediately accessible to clients, to understand 
their problems and needs, to serve them on their own ground with 
a complete agent), not just a branch office. 

"In the second place, my perspective is better here. 1 think, than 
in New ^ ork. We ma\ not gel the information quile as quickly, bill 
we can digest it heller. Actually, 1 have so main friends al all the 
networks who are sympathetic to my "in-the-w oods' status thai I 
probably gel some facts on new availabilities and ideas as quickly 
as an) body on the Street/ 7 

Lindquist directs air advertising of the agencv s 50 or more ac- 
counts, including nationals like Westiimhou>-e: regional air users 
like the Chevrolet dealers of the Pittsburgh. 1 la rrishurg. Baltimore. 
Richmond and Buffalo zones; Reviner's Blend la soft drink); 
Scaliest; Brann Baking Co. 

In 1952, the agencv bought political convention coverage for 
Weslinghouse. "\ would sax ihe conventions were the greatest radio 
and tv buy in the hislorv of the 3 media. It had prestige value, ad- 
vertising value ami an amazing cost-per-LOOO." 

Lindquist makes it a point lo study all new radio and tv develop- 
ments. "Bight now. were aelivclv sludging color, particularly color 
film, since most national spot and local advertisers will have to be on 
film for a while, if the) u-e color. \s for color >ets. 1 have to pull 
a Will Rogers on sou all 1 know is what 1 read in sponsok. More 
to the point, I doubt thai color tv will he a revolution." 

Despite the growth of Iv acti\it\ in bis agency. Lindquist has re- 
mained a loval radio fan. 

"Part reason, I guess, is I hat I met m\ wife through radio. Mis. 
Lindquist was in radio as traffic manager of The Army Hour. She 
routed me throughout the eounli) during the war years to cover a 
different spol each week for The Army Hour. 1 was so impressed 
will) her knowledge of schedule* and routings thai I decided to take 
her out of circulation as soon as possible." * * * 
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SPONSOR 



"WE HAVE THE FEELING WE'RE 
BEING WATCHED!" 



T. 



HIS is not just orrr imagination. First, 
WDAY-TV is the only TV station in Fargo 
. . . in fact, the only station in the whole of 
this rich Red River Valley! The nearest sta- 
tion is 50 miles away . . . the next one, 185! 

Second, folks around here own TV sets. 

In Fargo, set saturation is 70.5% ... 20 

miles ont it's 57% . . . and 50 miles out 
it's 33%. 



Third. WDAY-TV keeps those sets turned 
on with 57 audience-proved local programs 
and 60 of the hest shows from jNRC and 
ARC . . . including many lire shows, hoth 
network and local. 

Yep, we're being watched all right . . . 
and we love it! Oct the farts from 
Free & Peters. 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • ABC 

FREE & PETERS, INC., Exclusive National Representatives 
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a forum on questions of current interest 
to air advertisers and their agencies 



Can there be peaceful eo-existence between 
subscription tv toul c*o unit ere* iff! vitleo 




THE PICKED PANEL ANSWERS 

TOLL TV TO BENEFIT INDUSTRY 

liy Arthur Levey 

President, ^kintron IClertronics & Tv 
Corp., V. 1 . 

There is no doubt 
w hatev er t li a t 
commercial and 
subscription tele- 
v ision can and 
will live together 
peacefully, each 
functioning to the 
o t h e r's advan- 
tage, each per- 
forming a vital service for both the 
industry and (lie public. 

As 1 see it eo-existence is almost too 
weak a term for television's future 




v. I( 



Commercial and toll tv 



will be wedded together by the strong- 
est bonds of economic necessity. Their 
composite will spell out a greater in- 
dustry and. from t lie point of view of 
entertainment offered, a better one. 
There will be no friction for these 
reasons : 

1. Subscription tv is conceived as a 
"supplementary" service to regular 
f ummereial telex ision, and would gi\e 
it a tremendous and much-needed shot 
in the arm. It will result in better pro- 
grams, a wider, more satisfied audi- 
ence and a sounder economic base for 
the entiic industry. It does not mean 

it conhl not mean an end to to- 
day's ''free'" telex ision service;. 

2. Fec-tx will be a boon to today's 
broadcasters, beset as thev are with 
problems of programing and of mount- 
ing co*|.-. It will benefit the nhf sta- 
tion^ most of all. but that's not the 
whole story . 

Once the box office in the home is 



operating, the vhf operators, too. will 
find their position vastly improved as 
their stations draw on a new source of 
revenue. This, in turn, will spell out 
benefit!? for the advertisers, for the rate 
cards are going to come down. Some 
far-sighted men in the ad industry 
have already recognized this. 

Talk all you will about the benefits 
of toll tv to the industry, the winner 

in the long run is still going to be 
the public. A whole new vista of en- 
tertainment will open up for it — with- 
out interruption for commercials and 
at reasonable prices. 

SPORTS: FREE TV AIDS FEE 

liy Sett Irish 

Executive I'ice President 
Madison Square Garden Corp.. V, Y. 

For a good many 
y ears Madison 
Square Garden 
has been consid- 
ering the possi- 
bility of subscrip- 
tion television. In 
our opinion, sub- 
scription televi- 
sion of our events 
w ithout tree home telex ision of some 
portion of our program would not be 
successful. It therefore seems to us 
that it will be necessary for us to tele- 
vise a good portion of our events un- 
der the same home television program 
that now exists in older to develop 
and maintain a good market for those 
major eyents which will be more read- 
ily adaptable to subscription television. 

We have found this complementary 
use of telex Won to be extremely prac- 
tical in our boxing programs which 
now find most of the outdoor major 
fights on theatre television. 



V 




FEE TV: $10 BILLION GATE? 

liy Sidney W. Demi. Jr. 
I' ice President. McCanit-Ericksoti, A'. V. 

"Pay as you 
look" telev ision 
can peacefully 
and cooperative- 
ly co - exist with 
advertiser- 
financed tv — if 
its development 
takes two direc- 
tions: 

1. '1 hat it will have its own exclu- 
sive stations in each market, over and 
above three or four commercial sta- 
tions. This situation, which we hope 
the FCC can ultimately work out. will 
give pay tv the opportunity to serve 
the "missing audience"' — the 5(Kc of 
the homes whose sets are not in use, 
even in the evening hours. 

2. That it will develop its own pro- 
graming for profit from the many 
types of able-to-pav but more selective 
audiences for cultural interests, adult 
and extension education, and special 
events. An audience rating of only [\°/o 
at 250 per home still represents a gross 
revenue of $250,000. 

The income potential for pay televi- 
sion is much greater than we realize. 
Americans are now paying better than 
$15 billion for all forms of recrea- 
tional, private educational, religions, 
and welfare activ ities. 

As much as $1 billion could now' be 
served by '"fee tv" systems, and the 
flexibility of the box office in the home 
might lift the potential to a- much as 
$10 billion in a few v ears. This com- 
pares with commercial t\"s $1 billion 
income from time and program sales. 
I his new source" of income should be 
a major stimulant to creative tv. 
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FEE TV WILL LOWER AD COSTS Y ou Get a Heck of a Big Plus . . . 



% Millard C. Ftmght 

Economic Consultant. .V. }'. 



\ 



The addition of 
subscription pro- 
grain service to 
regular television 



will 



prove as 
boon, if 



great a 

not a greater one. 
to broadcasters 
and advertisers as 
is the subscrip- 
tion revenue of newspapers and peri- 
odicals to publishers and advertisers. 

The dual source of revenue will 
make mam more stations economi- 
call) possible, hence giving advertis- 
ers (especially smaller ones) more 
station and time access to more flex- 
ible tv coverage of a larger audience. 

I believe the average viewing famih 
will buy perhaps one fee program for 
every 10 or more sponsored programs 
watched. However, the extensive new 
revenue will greatly relieve advertising 
of its now heavy burden of carrying 
ail of t\'s high costs, vet give the 
sponsors a 90% shot at bigger audi- 
ences via more stations at lower costs. 

With its own home box office, tele- 
vision will finally have the economic 
answer to its severest current prob- 
lems, among them how to telecast the 
costliest of spectator sports, top qual- 
ity movies, Broadway plays, opera and 
the like. Moreover, the added revenue 
will help tv solve another costly prob- 
lem — how to pay for color tv. 

Today, advertisers are trving to 
pick up the new giant tv — by their 
own economic bootstraps alone. But 
when tv becomes a marketing device 
itself, and acquires a direct economic 
revenue of its own. advertising will 
get its turn at some comfortable, thrif- 
ty, profitable piggy-back riding. 

YOU CANT LOSE THE SPONSOR 

liy William 11. Templrtoii 
VJ*. and Director of Radio & Tr 
liryan Houston Inc.. A'. Y. 

1 don't believe 
that fee tv can he 
as successful as 
i t s proponents 
think it will be. 
Subscription tv 
is an attempt to 
create a box of- 
fice for tv and. 
for a fee, to sup- 
( Please turn to page 112) 
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COUNTY 
MARKET 



Make no mistake about it — 
WIOD's four key counties — Dade, 
Broward, Palm Beach and Monroe- 
give you Dixie's newest and fastest 
growing key market. And, when you 
get in it via WIOD, you grab off a 
good plus in the six bordering counties. 

Things are moving down here, and 
fast — and WIOD will help you move your 
stuff, too! Come on, get in — call your 
Hollingbery man for facts. 



James M. LeGate, General Manager 

5,000 WATTS • 610 KC • NBC Affiliate 

National Rep.. George P. Hollingbery Co. 




'Da 



you're right 

on eue! 

No need to fluff your lines. There's 
only one CUE to follow when your 
stoge is set in Akron. Why, they 
love us in our own home town (see 
our Hooper) . . . one CUE from 
us ond they'll love you, too. 

wore MUSIC 
wore NEWS 
wore OFTEN 



Wcue 

Akron's only independent .we're home folks 
Tim Elliot, Pnntltiit 



Jor-n E. Peor: C<- No'Ionol Represcn'oi ---5 
offer Fcbruory 10, 1955 
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HE 



ARE THE STAT I Or 



NATIONAL SP 




7 

.REE 
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ETER 



Pioneer Station Representatives Since i<)^2 



NEW YORK 
444 Madison Ave. 
Plaza 1-2700 



CHICAGO 
230 N. Michigan Ave. 
Franklin 2-6373 



DETROIT 

Penobscot Blcig, 
Woodward 1-4255 



ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 

Glenn BIcig. 406 II". Seventh St. 6331 Hollywood Blvd. R/m Building 

Main 5667 Fortune 3349 Hollywood 9-2 L 5 1 Sutter l-379« 



)R YOUR 



"ELEVISION CAMPAIGN 



EASTERN 

WBZ-TV 

WPIX 

WPTZ 

WCSC-TV 

WIS-TV 

WTVJ 

CENTRAL 



WESTERN 
KBOI 
KBTV 
KGMB-TV 
KRON-TV 



Boston 
New York 
Philadelphia 
Charleston, S. C. 
Columbia, S. C. 
Miami 



VHF CHANNEL 

4 
11 
3 

5 

10 

i 



Boise — Meridian 
Denver 
Honolulu 
San Francisco 



2 
9 

9 
4 



PRIMARY 

NBC 

IND 

NBC 

CBS 

NBC 

CBS 



WHO-TV 


Des Moines 


13 


NBC 


WOC-TV 


Davenport 


6 


NBC 


WDSM-TV 


Duluth — Superior 


6 


CBS 


WDAY-TV 


Fargo 


6 


NBC 


WCCO-TV 


Minneapolis — St. Paul 


4 


CBS 


KMBC-TV 


Kansas City 


9 


CBS 


WBAP-TV 


Fort Worth — Dallas 


5 


ABC-NBC 


KFDM-TV 


Beaumont 


6 CP 


CBS 


KENS-TV 


San Antonio 


5 


CBS 



CBS 
ABC 
CBS 
NBC 





When She Talks . . . 

They Listen! 

4 NINA WRIGHT 

Packs her daily morninK program with a wealth ol 
information, helpful to hoth urban and rural housc- 
wives. Broadcast from her kitchen, Nina places 
maior emphasis on the important subject of food. 
In addition, she Irequently discusses other subjects 
of vital importance to women — fashion, good 
Sroaniins, current events and civic affairs. Guest 
interviews are often a part of her interesting pro- 
grams. 




Several times each month, Nina Wright is invited 
to appear as featured speaker at area functions, or 
to give homcmaking and cooking demonstrations. 
In towns and cities throughout KSOO's 6()-( ounty 
(.overage Area this past summer, the average 
attendance at a Nina Wright appearance was 24% 
of the total population. The only publicity used to 
attract housewives to these events were announce- 
ments in the ".NINA WRIGHT SHOW" itself. Yes, 
when Nina Wright talks, homemakers listen. And 
when Nina Wright sells your product, homemakers 
IUJV! This popular K.MJO "Personality Show" 
draws listeners at a low cost per thousand ol 
approximately * 1 3 cents. 

* based on Nielsen (.overage Service figures 

NINA WRIGHT SHOW 

10:25 A.M.— Mon. thru Fri. 



KSOO 



® 



4* Sioux Falls, S. D. 

Nationally Clear Channel 1 140 KC 
ABC Radio Affiliate 

10,000 WATTS DAYTIME 
5,000 WATTS NIGHTTIME 

Repretenled Notionolly by A vcry-Knodcl, Inc. 




{Continued from page <> ) 

lo youngsters (cnen al 7 p.m. Sunday-). They probably can- 
not fathom the clothes and the stilted (by pre-ent-day stand- 
ard-) relation ol the youngsters to their parents. The show s 
nostalgia is lost on all but a lew oldsters, I'm afraid. And its 
main character — -blustering Father — may strike today s crop 
of people mereK as loud-mouthed and ill-natured, rather than 
the delightful character that Clarence Day. Jr.. originally 
intended. 

In the all-important area of commercial copy, ready iden- 
tification often plays a vital role. If you are showing your 
product being eaten or driven or applied or worn. if s entirely 
possible that vonr he-l appeal is to east these commercials 
with people who can provide identification — housewives who 
look and speak sufficiently like housewives lo convince (rather 
than young ladies recently released by the West port Play- 
house); damsels who appear at ease in kitchen or super 
market. Casting as well as direction can make or break the 
copy for. if you create unbelievable people, whatever thev do 
or sav can only be unconvincing. Television with its relent- 
lessly prying and shamelessly revealing eye can magnify the 
phoney to such a degree that even the most uncritical viewer 
will turn away, if not in disgust, certainly in disbelief. 

If your copy calls for an authority to do the sales pitch, he 
or she had better look and sound authoritative. The words 
had better fit. the gestures be eas\ and relevant, the eve- and 
mouth convincing. If not. you more than destroy whatever 
concept you bad in mind; vou set yourself back. 

And be most careful of animation. I >e it correctly — or 
avoid it. Combine it with live action (realism) if ueee>-ar\ 
unless it can rely solely on its sound track lo gain identifica- 
tion. My the symbolizing of a situation and the drawing of 
people, vou have taken facts and set them into fancy: you 
have replaced reality with fantasy. And with fantasy in copy 
a- in drama, it is far harder to build a high Identification 
Quotient. 



★ ★ ★ 



Letters to it oh Foreman are welcomed 

Do \oir ahcay.s agree uith the opinions Hob Foreman ex- 
presses in "Agency Ad Libs?'' Hob and the editors of SPONSOR 
would he happy to receive and print comments from readers. 
Address Hob Foreman, c/o SPONSOR. -10 E. 19 St. 
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ONLY A COMBINATION OF STATIONS 
CAN COVER GEORGIA'S MAJOR MARKETS 



GEORGIA 




The TRIO offers advertisers at one low cost: 

• Concentrated Coverage 

• Merchandising Assistance 

• Listener Loyalty Built By Local Programming 

• Dealer Loyalties 

IN 3 MAJOR MARKETS 



represented individually and as a group by 



THE KATZ AGENCY, I 



NEW YORK • CHICAGO •DETROIT • ATLANTA • DALLAS • KANSAS CITY • I OS ANGELES • SAN FRANCISCO 



7 FEBRUARY 1955 



93 




GOOD... advertising 

always pays in the ^ 

f I':' I. : /I I: \ \\\ W-). 



RICH, GROWING 
NORTH CAROLINA 
MARKET 



BETTER.. . coverage 

than ever before is yours with 



RADIO in the 



15-county 

Winston-Salem 

NORTH CAROLINA 

Market 



BEST. . . buy morning, 

afternoon and evening is 




Represented by 

HEADLEY-REED CO. 




I Continued from' page 28 ) 

philo-oplu. a.- .-hitcd Id i lie In its top people. is thai they do 
not see how lltey run represent talent (producer?, directors, 
writers, performer*. ) on the one hand, and be the employers 
of such talent on the oilier. Thi.s seeming paradox apparently 
troubles MCA nol at all. 

Mergers and combines between producers and distributors, 
producer- and producers and distributors and distributors 
are the order of the day. Tin- last is merely another symp- 
tom of this struggle for survival which is taking place in the 
field. And the struggle has created what is probably one of 
the most unstable pricing situations existing anywhere in tele- 
vision. Some producers and/or distributors, faced with heavy 
investments in product, running out of cash and the sources 
for replenishing the exchequer, are reaching the point of 
desperation. 

It is becoming increasingly common for such an operator 
to go into a market and sell bis product at what from any 
sound business standpoint must be considered a ridiculously 
low price. This has a tendency to, and often does, tear down 
the over -a 11 price structure in a market. Probably no other 
pha-e of the broadcasting picture lias seen the price structure 
in one or more markets change a- drastically and as quickly 
as frequently happens in t\ film. On a given Monday morn- 
ing the going rate for a half-hour show of a certain type and 
caliber in a given market ma} be $300. and within the span 
of a week that price may be dragged down to as little a- $200. 

Health) or not. this situation exists and inevitably must 
continue for some time. Our er\ -tal ball sends us the nut- 
shell message that 1955-'50 i- the period in the tv film busi- 
ness which will sec the youngsters separated from the adults. 

It suggests, too. that the entire development of the t\ film 
industry may be doing television generally an immeasurably 
important and long-lasting service. For the very nature of 
the competition is forcing tv film distributor- and producers 
to go out into the bushes and hunt up every last conceivable 
advertising prospect. This i- resulting in an increasingly 
stead v and heartening flow of new advertisers, firms who have 
never before used television. And ibis must, inevitably, be of 
great benefit to the industry at large. 

From the standpoint of these, and established lele\ ision 
advertisers, of course, the fierce competition in tv film i- a 
blcs-ing. too. For they arc being offered more and belter 
shows at more and more economical prices than the\ have 
ever enjoyed before. 



* *- * 
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UIERD 



ATLANTA'S TOP INDEPENDENT 
MOVES GOODS FAST IN THIS 
$100 MILLION MARKET 



The WERD listening audience 
predominantly made up of the 
290,000 Negroes in the WERD 
coverage area, is responsive, 
loyal and partial to the 
specially-designed programming 
of this Negro-owned and managed 
1000-watt outlet 

More and more national 
advertisers are discovering 
that the magic formula for top 
sales in one of America's 
top markets is 




AMERICA'S FIRST NEGRO- 
OWNED RADIO STATION 

860 kc 1,000 watts 

Itadio Division — Interstate United Newspaper, Inc. 
Represented Xatinnally By JOE WOOTTON 
J. B. BLAYTON, JR.. General Manager 
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Testiny yround for commercials; JWT's Ch. 'f tv 'station' 



A new tool for more effective tele- 
vision advertising was demonstrated 
iceenth by J. Walter 1 hompson Co. 
in .New \ ork. It's a complete!) 
equipped television studio located 
about two blocks from tlie company s 
main offices. W hat makes the venture 
unusual is that the tv studio, equipped 
for live and film telecasting, transmits 
commercials on a closed circuit to the 
agencv offices over co-ax cable. Thev re 
picked up on television sets scattered 
around J. Walter Thompson offices, all 
tuned to Private Channel 3. 

The new studio, called the J. Walter 
Thompson Workshop, is the result of 
a ) ear's planning and research. It s be- 
ing used to test and demonstrate com- 
mercials for Pond's. Eastman Kodak. 
Lever Brothers. Scott Paper Co.. 
French's mustard, P. Ballantine and 
others. Bart McHugh. v. p. and mem- 
ber of the JWT tv department, said 
that not only are more effective com- 
mercials developed through use of the 
Workshop but also that there is a con- 



siderable saving in time and nionev . 

"When a live commercial is being 
created." Wallace VT. Elton, v.p. and 
art director, explained, "we can watch 
its actual development, see what the 
commercial will look like before incur- 
ring costs of final production and can 
see auditions of talent or pilot films 
under actual broadcast conditions. 
Without waste of expensive produc- 
tion, flaws can be eliminated and im- 
mediate recommendations can bo 
made. Good ideas are made better ami 
the end result is a higher standard of 
quality at a saving of time and nion- 

One recent example of the Work- 
shop s use, said Elton, w as the devel- 
opment of commercials for Seotkins. a 
paper napkin product of the Scott 
Paper Co. The picture shows a test 
Scotkin commercial, one of more than 
25 experiments conducted by the 
Workshop to de\elop the most dramat- 
ic way of demonstrating t he strength 
of the napkins. * * * 



Advertest survey shows 
radio popular in tv homes 

Music and news appear to be the 
biggest drawing cards for radio. That's 
one of the basic findings of an Adver- 
test Survey of radio listening in tele- 
vision home*. 

Results of the survey were released 
bv W\KW, New York, which was one 
of the participants in the study. The 
sludv is one of a series of monthly sur- 
veys on television viewing made by 
Adveilest and subscribed to by six 
New York tv stations and major adv er- 
tising agencies. WNEW participated 
in the survey because it involved radio 
Listening. 

Highlights from the studv include 
the following findings: 

• There are an average of 1.92 radio 
sets in working order per average tv 
home; 39. 5 r £ of the respondents had 
one radio in working order, 33.6% 
had two. 18.1% three. 3.2% four, 
3.2 r r five or more and only 2.4% re- 
ported no radios in working order. 

• More than 12% of the respondents 
spent more time listening to the radio 
in 1951- as compared with 1953. 

• Main reasons given for increased 
radio listening: 29.8% said it was be- 
cause of radio's music. 24.4% said 
ihev could listen while doing other 
tilings. 

• More than 35% of the respondents 
bad cars equipped with radio; 41.1% 
said that when riding in the car, the 
radio was ''always on," 43.5^ said 
it was ''frequently on." 

• Nearly 58% said there were radio 
programs that they listened to regular- 
ly Banking first— with 13.9 r ; of the 
respondents naming it — was W NEWs 
Make Believe Ballroom. * * * 

Musical jinale promotion 
acts citfi-wide response 

For an) one who may still wonder 
about the impact of musical commer- 
cials on radio stations. W1KK. Erie, 
and Goldswan Productions. New York, 
offer this tale: 

Late October Texas Jim Hurley, 
who's m.c. of a Western program on 
W IKK. wrote to Brvan Houston, Inc., 
that the agcnc\"s W estern-st) le musi- 
cal for Nescafe was "almost the Num- 
ber One song' in Erie, lie said it 
"was the first time in five years that 
I've received requests from listeners to 
play a commercial.*' 

Hurlev went on to sav that he was 
running a contest as to the identity of 
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the singer in the commercial — and that 
a local theatre was going to give free 
tickets to the winner. "So that's my 
problem," Hurley concluded. "Please 
tell me the name of the singer who re- 
corded the jingle for you so I can end 
the contest." 

Jules Bundgus, radio-tv business 
manager for the agency, contacted 
Goldswan Productions, Inc., producers 
of the Nescafe musical commercial se- 
ries, for the singer's name. Goldswan 
enlisted the cooperation of RCA Vic- 
tor, for whom the mystery singer — 
Bernie Knee — recorded as a member 
of the Smith Brothers Quartet. RCA 
Victor (Label X division), in turn, 
sent to Hurley all the group's releases 
— plus a dozen albums as prizes for 
Hurley's contest. (Bryan Houston con- 
tributed a case o f Nescafe. ! 

Charles R. Kinney, WIKK station 
manager, reported to the agency that 
"The Smith Brothers Nescafe promo- 
tion was a tremendous success. . . . 
These boys were jumping all day. We 
have never had a nicer group to work 
with."' * * * 



WFMY-TV described its 
'modern as tomorrow' 

"Plenty of space for lavish shows or 
commercials" was the order Gaines 
Kelly, general manager of WFMY-TV, 
Greensboro, N. C, gave to his station 
engineers and architects over a year 
ago when he decided to enlarge the 
station. 

On 1 February the station officially 
opened its new studios, which were 
christened with its first local, live com- 
mercial program — a demonstration of 
the 1955 Chrysler line of cars. 

Kelly said the new building "is as 
modern as tomorrow. It's one of the 
best-equipped stations in the country, 
has two major studios with outstand- 
ing lighting. With five-and-a-half years 
of experience behind us we have every- 
thing to look forward to." 

The new building gives WFMY-TV 
eight times the space it had in its old 
quarters. Coupled with the move was 
a power increase to 100 kw and a 759- 
foot antenna tower. Kelly says the 
new power and tower adds about 300,- 
000 people to WFMY-TV's audience 
for a total of more than two million. 

★ * * 



THE MOST POWERFUL TV STATION IN NORTH AMERICA I 



You Can SERVE... SELL and PROFIT Well 

ckiw tv /MILLION DOLLAR 



YOUR AUDIENCE WILL SEE . . 



The Finest collection of First Run 
Movies ever scheduled in the Detroit 
Market. 



YOUR CLIENT WILL 



1R0FIT WITH Six participating film commercials per 
week in a repeated First Run Movie 
Schedule in high rated premium time. 



YOUR C0MMERCL 
AN ESTABLISHED 



P SELL TO 
lUDIENCE . , 



Based an current performances First 
Run Movies repeated four times 
weekly have produced a cumulative 
ARB Rating of 50.1 . . . 600,000 TV 
homes with an average of 2,5 viewers 
per set at a cost of 76c per thousand 
viewers. 



It all adds up tj_ a million dollar bargain so write, wire or phone your 
j Adam J. Yaung Representative ar 



CKLW-TV channel 9, Detroit 



WHb 



ONE STATION 



WHLI 



DOMINATES LISTENING 

. . . in the Major Long Island Market 



latest 

PULSE' 

survey 



WHLI 

Network "A' 

Network "B" 

Network "C" 
Ind. Station (NYC) 
Network "D" 
All Others 



Morning 

23 

20 

9 

9 

7 

9 
15 



Afternoon 

23 

21 
12 

7 

9 

6 
17 



ONE STATION— WHLI— HAS A LARGER DAYTIME AUDIENCE 
IN~THE "'MAJOR LONG ISLAND MARKET THAN ANY NETWORK 
OR INDEPENDENT STATION! 




WHLI 


AM 1100 
FM 98.3 


HEMPSTEAD 
LONG ISLAND. N. Y. 





Paul GMotsky. rre». 
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TV COMMERCIALS 

(Continued from page 42) 

the same weekly set. At first there 
hardly seems room to do much about 
picture so you concentrate on the 
words and let the pans, cuts and dolly- 
ins fall \shere they may. 

But, again, that's doing the obvious. 
Viewers, whose toilet habits are now 
strangely regulated for between-the- 
acts and betueen-the-programs, are be- 
ginning to demand more than just a 
voice and more than just a face to hold 



thein still for any selling message. It's 
truer now than it was a year ago — and 
it will be still truer in the ) ears to 
come: would-be customers have to be 
shown why. 

Recently one of the most notorious 
of all such television personalities woke 
up one evening to discover that one of 
his star products had just yielded first 
place in the market to a late-starter. 
Out of fairness, quality of product 
must play a part in the ever-more-se- 
lective American market. Yet the fact 
remains that the personality in ques- 





jj Jig 




would rub 
his eyes ... in 

amazement! 



Yes . . . things have changed since General 
Custer set out from Bismarck in the 1870'« 
for the ill-fated battle of the Little 
Big Horn I 

He wouldn't recognize the office building* 
and industrial plants which now crowd 
North Dakota's capital city ... or the sur- 
rounding countryside, once roamed by 
the Sioux, now dotted with prosperous farm*. 
Today this is the land of agriculture, of 
oil — and television sets! 

And . . . what the good name KFYR 
has meant to radio listeners for the last 30 
years, KFYR-TV (with 100,000 watts of 
maximum power) now means to increasing 
thousands of TV-viewers. May we whet your 
further interest with some interesting facts? 
We've got 'em — so has Blair-TV, Inc. 



NBC 



CBS 



ABC 



DUMONT 



KFYR-tv 



channel 



5 



BISMARCK, N. DAK. 

Represented Nationally by Blair-TV, Inc. 



tion — the person who got results by 
clever understatements — was a party to 
a product that had slipped. His com- 
mercials were picture-lazy. From now 
on. he'll have to do more than just talk 
about this product — more than stick it 
within camera range whenever he 
pleases. 

The days of 100% reliance on tal- 
ent to go it alone in a tv selling pitch 
are fast fading. The reason is viewers 
are simply outgrowing the influence of 
testimonials which are not carefully 
planned and ambitiously visualized. 
Christ himself had some trouble con- 
vincing more than a certain number 
because the proof He offered for sal- 
vation went just so far, and faith was 
suppose to take over from there. 

The tv pitchman cannot afford to 
leave any part of his story to faith. 
His audience may not be so inherently 
hostile as those Christ faced, but they 
are seldom cheering him on unless 
they know from experience his prod- 
uct is best. 

One cigarette company recently did 
a twist on the old unbelievable and 
stilted testimonial by securing as on- 
camera endorsers famous people who 
never openly endorsed anything be- 
fore. They were more the skeptical 
type. And their copy was honestly 
skeptical. These people were placed on 
a set resembling their natural habitat 
rather than in a typical living room or 
bedroom. The whole thing came off as 
credible and effective. So effective was 
it, in fact, that competition began hop- 
ping the bandwagon almost immedi- 
ately. 

An electric razor may be for shav- 
ing a face, but to get across a strong 
copy story, the copywriters comple- 
mented the obvious by making it shave 
a peach and a hairbrush. All this, 
mind you, demonstrated by a piece of 
high-price talent who has been known 
to go it on bis own, aided in his heyday 
with nothing more visual than a small 
boy and a couple of large charts. 

By no means am I underrating the 
value of selecting sales talent with the 
finest of care. Sincerity is a require- 
ment, yes. But we're mature enough 
now to take sincerity thoroughly for 
granted. It's like wearing pants. It's 
only noticed when it isn't there. 

What about the number of scenes in 
a commercial? While you don't need 
a great many to hold the viewer, you 
can spark your efforts by not dwelling 
too lung on any one shot. Certainly 
if the famous little girl with the con- 
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vertible sofa could do her act, night- 
gown and all, in 10 seconds Hat, a lot 
of ground could he covered in a min- 
ute. Consider the animated razor blade 
commercials on the boxing shows. So 
much happens in 50 seconds that you 
are left slightly dazed. But not con- 
fused. 

True, animation offers the perfect 
opportunity for visual interest. But 
what about advertisers with limited 
budgets? Isn't the announcer-behind- 
the-desk technique worth the money? 
Sometimes, but it's often possible to 
spend even less money than that and 
still be more interesting and sell hard- 
er. One of the most fascinating film 
commercials I ever saw concentrated 
on nothing but still photographs. The 
camera moved in and out — one photo 
even revolved to give the impression 
of a live and moving ferris wheel. I 
know from sales results it was highly 
successful. And the whole job cost 
less than three hundred dollars. 

Putting a commercial in a class by 
itself picturewise is naturally easier in 
some cases than in others. Cigarettes 
are to be smoked and they cannot 
shave peaches. Automobiles are to be 
driven and they cannot revolve like 
ferris wheels. Detergents, too, must 
strain a bit to illustrate claims that 
sometimes overlap in similarity. But, 
for my money, many of the greatest 
commercials on the air stem from 
products in these categories- because 
certain copywriters were bold enough 
to seek adventure into fields where 
even research had not yet trod. 

Because there are so many variables, 
it is presumptuous for anybody to at- 
tempt to set down rules for avoiding 
picture-laziness in tv commercials. For 
instance, a commercial within a pro- 
gram does not have to bid quite so 
strongly for initial attention as does a 
spot commercial fending for itself. An 
animated commercial may be created 
for an ever-building impact on a heavy- 
spot schedule, but may show up poor- 
ly on a one-shot test or when not given 
the opportunity to establish itself. 
Some types of products just naturally 
demonstrate better than others. And 
the amount of money available for pro- 



THE EASIEST WAY 
TO SELL THE BIG NASHVILLE 

NEGRO MARKET 

USE ALL-NEGRO STAFFED 
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duction of the commercial is always 
a factor. 

With that in inind, perhaps we can 
generalize to this extent: 

1. Observe what competition is do- 
ing. If you can then create a different- 
looking commercial without sacrificing 
selling impact, do so. 

2. If you decide on an on-camera 
salesman, give him something to do 
that will help to sell the product vis- 
ually. A little extra rehearsal may 
cost more, but it's good for the soul 
— and the commercial. 

3. Whenever a person is shown hold- 
ing your product, steer away from 
trite poses. Nothing looks more ridic- 
ulous and unreal than a smiling bim- 
bo holding the package next to her 
ear. It may frame right, but that's all 
that can be said for it. Nobody ever 
went wrong showing the product in 
the clear. 

4. For advertising impact, if not for 
viewer interest, remember that super- 
imposed lettering at strategic times 
can help drive home your basic sales 
theme. 

5. Relate your picture to your spo- 
ken (or sung) copy and vice versa. 
Both suffer when they work at cross 
purposes. 

6. Use as many scenes as you need 
to tell your story. When several scenes 
are called for, make none less than 
four seconds. Be sure the transitions 
from one to another are smooth and 
logical so the viewer can follow com- 
fortably. 

7. Remember that some of the most 
successful commercials are loaded with 
closeups. When using a medium or 
long shot, keep the picture simple and 
the background uncluttered. 

8. Plan the kinds of scenes that take 
little or no explanation. The picture 
should pretty much stand on its own. 

J). Make certain every scene is di- 
rectly relevant to selling. The man who 
takes so long to slide down the snowy 
hill in the wine commercial entertains, 
but he hasn't much time left to sell. 

10- Ideallv, three craftsmen should 
collaborate on the creation of the com- 
mercial — the copywriter, the art di- 
rector and the producer. 

il. Keep abreast of television re- 
search. It can save you time before 
you even begin. * * * 
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buyers' guide 



to station programing 



Wednesday 



If you were a timebuyer asked to make up a List of 60 farm 
stations how would you go about it? If it were your job to 
expertly suggest lists of stations featuring farm program- 
ing, or sports, or negro, or news, or Mexican-Spanish 
programing, or classical music , or homemakers' shows where 
would you turn? 

If you were making up a tv station list on one day's notice 
and needed film and slide requirements of each station, if 
you had to know about likely homemakers' shows, movie 
participations, farm programs, sportscasts, feature film 
availabilities what would you do? 

The busy timebuyer, account executive, and ad manager turn 
to the Buyers ' Guide to Station Programing. It works wonders 
for him. It's the only tool enabling him to quickly, 
accurately, and expertly sort out the 3,000-plus radio and 
tv stations of the U.S. and Canada by program characteristics 

The 1954 Buyers' Guide, admittedly an experiment, was a huge 
success. The 1955 Guide will give buyers even more data 
about your station. It's as basic as your rate card. 
Your ad in the 1955 Buyers' Guide will have the advantage of 
365-day exposure for the prioe of a single insertion. We 
need your "yes" right away. Advertising forms cIosb Feb. 25. 



P.S. SPONSOR Sid rates and frequency discounts apply. All ads in the Buyers' Guide 
are preferred position (either master listing, category listings, or f ront-of-book) 
Si no prefe rre d pos ition charge . Please advise which placement 
you prefer first come first served. 
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Mr. Bernie Piatt, 
Sponsor Publications, Inc. 
ltO E. Ij9th Street 
New York, New York 

Dear Bernie: 

Tor some time I have been intending to send you this note express- 
ing my compliments to Sponsor for the excellent industry service 
provided by your Radio and TV station, Program Guide. 

An important consideration in the selection of a station for local 
or regional sports events is the volume of programming of this type 
carried. 

While I have referred frequently to the Sports material contained 
in the Guide, comments I have heard indicate that those engaged in 
other buying activities also find it a source of valuable information. 
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Please reserve following space in the 
1955 BUYERS' GUIDE TO STATION PROGRAMING 

. $780 



c o« 




£3 double truck 

□ /?<M pa^c . . » . » $390 

□ Aa// pafire; $220 
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Q third page .... $150 
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(special directories 
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□ I prefer placement in 
Master Directory 

□ I prefer placement in 
category listings. 

Q I prefer front of book 
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CATEGORY 
LISTINGS 

RADIO 

Clatvieal Music 

Farm. Service 

Folk Music 

Foreign Language 

•tlomrmaking 

M exica n -A merica \y% 

Negro 

I'ojrular Music 

I'ost-Midnite 

Sports 

TELEVISION 

form Svrviee 

Feature Film 

Homctnaking 

Special Facilities & 
Film& Slide 
Specifications 

Specialized Appeals 

Sports 

Syndicated 
-Film-for-TV 
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REACHES, 
SELLS 

350,000 Negro WarKei 




10,000 WATTS 

Transmitter: Los Angeles, California 
Executive Offices: Santa Monica, California 

National Representatives: 
Forjoe & Co. New York, Chicago, 

Dallas, San Francisco 
Dora-Clayton Atlanta, Georgia 

GEORGE A. BARON, Gan'l Mgr. 
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the 

KMBC-KFRM 

Radio TEAM 

You're making a blue ribbon radio buy 
in a blue chip market when you use the 
Midwest's leading radio combination, 
KMHC-KFHM. KMISC delivers metro 
politan Kansas City (ranked 15th na 
tionally in retail sales) plus 79 counties 
in eastern Kansas and western Missouri 
KFKM, a bonus to KMIiC. serves Kan 
sas, sixth richest agricultural state. To 
get to this big, respoasivo Heart of America 
at the lowest cost per advertising impres 
sion, the first thing to do is to see your 
Free & l'cters Colonel. He'll give you 
first-rate availabilities on the Team's first- 
rated radio schedule. 

Kama* City 
KFRM fat the Stote of Kansas 

\ ('in. h I't.rt us Inc 



SPOT RADIO ROUNDUP 

{Continued from page 39) 

week per market. The spot radio bud- 
get has remained constant in 1955. 

Jell-0 (through Y&R) increased its 
1955 spot radio budget substantially 
— some 3 4% over 1954. At least part 
of the reason is the fact that Jell-0 is 
buying higher frequency this year than 
last. 

3. More advertisers now buy radio 
consistently in large metropolitan mar- 
kets. "Lots of buys last year were an 
attempt to buy 'beyond tv'," says Mor- 
ris Kellner, Katz Agency's radio sales 
manager. "They used to buy tv in 
some markets, radio in others. Actual- 
ly, there are more radio-only homes in 
big metropolitan markets than in 
smaller ones." 

Lincoln-Mercury (through Kenyon 
& Eckhardt) is one of the outstanding 
examples of an account that not only 
recently increased its use of spot radio, 
but has also put most of the added ap- 
propriations into coverage of big met- 
ropolitan tv centers: New York, Chi- 
cago and Los Angeles. 

Another K&E account, Nabisco's 
100% Brand Cereal, is also planning 
regular and heavy spot radio sched- 
ules in big metropolitan centers. The 
campaign, starting 7 February, will be 
the brand's first large-scale push. 

Ex-Lax ( through Warwick & Leg- 
ler) ha« been in radio for some 30 
years. The account carne back into 
spot radio last fall after a three-year 
hiatus, with coverage of big metropol- 
itan centers as well as smaller markets. 

Filbert's Margarine (through SSCB) 
is buying spot radio more heavily in 
big metropolitan centers this year than 
last. The account s spot radio budget 
has remained constant, but f ilbert's is 
getting greater frequency in certain 
markets. 

Barbasol (through Erwin, Wasey) 
is concentrating its spot radio cam- 
paign principally in big metropolitan 
centers. The 20-week campaign that 
started on 10 January is confined to 
New York and Chicago at the moment, 
but Barbasol expects to go into Phila- 
delphia, Boston and Cleveland as well. 

Account-by-acconnt. here is some of 
the most recent activity in spot radio: 

liroum cv> Williamson {Ted Hates): 
This cigarette manufacturer moved 



back into spot radio on 1 January with 
a new strategy and an expanded mar- 
ket list. The firm reconsidered spot 
radio because it felt that it could not 
afford to overlook radio-only homes in 
tv markets, not to mention the existing 
radio-only markets. B&W concentrates 
on early-morning radio in tv markets, 
morning and night in radio-only areas. 

Carter Products {Ted Bates) : Car- 
ter Products have consistently used 
spot radio. However, this year the 
agency has added high-powered sta- 
tions in metropolitan centers to "reach 
out beyond tv coverage." In tv areas, 
Carter is generally on radio between 
7:00 and 9:00 a.m. 

P. Lorillard Co. {Lennen & New- 
ell) : P. Lorillard used spot radio and 
tv to introduce its new brand, the Old 
Gold Filtertip cigarette. There's the 
same emphasis on spot radio in 1955 
as there was in late 1954. In short, 
Lennen & Newell is buying five- to six- 
week saturation campaigns, using 
early-morning radio in big tv markets. 
Frequency ranges from 10 announce- 
ments a week to 40 or 50. 

Sterling Drug {Dancer-Fitzgerald- 
Sample) : Sterling's Bayer Aspirin is 
continuing its 1954 spot radio strategy 
into 1955. This year, as last, the prod- 
uct is using radio in some 75 markets, 
generally on a 52-week basis. Sched- 
ules range from five to 15 60-second 
announcements per market per week. 
Bayer's has no set pattern where types 
of stations are concerned, but seeks 
the broadest audience in each market. 

Dr. Lyons Toothpaste, another Ster- 
ling Drug product, is also continuing 
its 1954 spot radio strategy. This 
product covers 30 to 40 markets with 




'Nothing very serious — just another overworked 
KR1Z Phoenix advertiser." 
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daytime and early-morning announce- 
ments throughout the year. 

Liebmann Breweries (Foote, Cone & 
Belding) : This brewer has one motto 
for his Rheingold Beer: "We want to 
dominate whatever medium we're us- 
ing in the area we re using it in." In 
radio this has meant an increased ap- 
propriation for 1955. On New Year's 
Eve 1953, the firm sponsored one hour 
of Guy Lombardo oy er eight New York 
City stations. Last New Year's Eve 
coverage extended to 28 stations in up- 
state New York, Connecticut, New Jer- 
sey and Philadelphia. 

Rheingold's announcement schedules 
have remained constant this year, with 
a frequency of some 300 announce- 
ments weekly over 20 stations in its 
Eastern distribution area. Rheingold 
is al-o a heavy spot radio user in 
Southern California. The brewer uses 
morning, afternoon and nighttime ra- 
dio. 

Lincoln-Mercury Dealers Assn. 
(Kenyon & Eckhardt) : This advertis- 
er is plunging into spot radio with a 
far bigger appropriation than he had 
in 1954, because the dealers liked the 



sales results the medium produced last 
year. Lincoln-Mercury Dealers will 
continue to concentrate on early-morn- 
ing and late-afternoon schedules in or- 
der to reach men while they're driving. 
Unu-ual for this client, however, is the 
addition of major metropolitan mar- 
kets, like New ^ ork, Chicago and Los 
Angeles. 

National Biscuit Co. {Kenyon & 
Eckhardt) : Nabisco started its first 
large-scale campaign for lOO^f Brand 
Cereal on 7 February. 

The schedules are not being placed 
in a pie-determined time slot. Rather, 
K&E is looking for adjacencies near 
programs with a particular following. 

Nabisco is not planning to use tv 
for this product right now. The firm 
will launch two waves of spot radio 
announcements, each lasting five 
weeks. 

Jell-0 (Young & Rubicarn) : Jell-O's 
spot radio strategy of 1955 has a new 
look. Last year, the agency looked for 
local personalities. This year, Jell-0 
is concentrating on early-morning ra- 
dio and frequency (five to 20 an- 
nouncements a week per market) 



rather than on personality. This year, 
as last, Jell-0 is buying powerhouse 
stations for extensive coverage. 

Jell-O's 1955 spot radio budget is 
one-third higher than its spot radio 
budget in 1951. Why is Jell-0 put- 
ting extra emphasis on spot radio? 

"Because we can get the most cov- 
erage most economically with radio," 
a Y&R executive told sponsor. 

Filbert's Margarine {SSCB) : This 
client was among the first to go on 
the air in 1955. 

"We're doing the same, only more 
of it," says Steve Suren, tiinebuyer on 
the account. "We've stepped up the 
frequency to about five announcements 
a week per market." 

This year, as last, Filbert's is in 
some 40 markets with a 10- to 13-week 
campaign. Since the product is bought 
and used by housewives, SSCB buys 
daytime and early afternoon sched- 
ules. The firm will be on the air with 
two more radio campaigns in 1955. 

Q-Tips (Lawrence C. Gumbinner) : 
For its first national air effort, Q-Tips 
is using a combination of network ra- 
dio and spot radio. The spot radio 
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than ever! 




KM J -TV 

FRESNO, CALIFORNIA • CHANNEL 24 

boosts power! 

Video power up to 447,000 watts 
Audio power up to 223,500 watts 
. . . increasing signal power 12.58 times 

KMJ-TV pioneered TV in this important inland Cali- 
fornia market. It's the San Joaquin Valley's most-tuned- 
to TV station 0 . Now, with a powerful new signal and 
the finest transmitter location in the Valley, it has more 
audience pull than ever. And more than ever, KMJ-TV 
is your best TV buy in the Valley! 

KMJ-TV — Fresno's First Station — First in Power 
— First in Audience 

Paul H. Raymer, National Representative 

° KMJ-TV carries 19 out of the 25 top-rated nighttime pro- 
grams viewed in the Fresno area. (October 1954 ARB report). 
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schedule started on 31 January in 40 
markets. 

"Spot radio ran do an extremely 
effective job for us at a comparatively 
low cost," says Anita Washerman, 
timebuyer for Cj-Tips. "Also, we have 
the added advantage of merchandising 
support that stations offer us. 

The 20-week spot radio campaign is 
aimed primarily at young mothers. 
It consist;- of three to six broadcasts 
weekh on each station of a 00-second 
announcement mentioning the advan- 
tage of Q-Tips swabs in baby care. 

The agency decided to go into spot 
radio on a large scale as a result of 
a successful fall 1954 campaign on 
WNEW, New York. Q-Tips broadcast 
some 35 20-second announcements 
weekly over the station from Septem- 
ber through December. 

General Mills {Dancer-Fitzgerald- 
Sample) : This elient began using spot 
radio for its Gold Medal Flour for an 
additional purpose last fall, is con- 
tinuing through spring 1955: to cover 
small towns with little or no tv. Some 
30 to 35 of its spot radio markets are 
in that category. 
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The firm also uses spot radio to 
reach special groups: 10 Negro mar- 
kets, six to eight Spanish-language 
markets. 

General Mills' schedules, always day- 
time, are on a 39- to 52- week basis. 
Frequency ranges from five to 10 an- 
nouncements a week. 

Atlantic Refining Co. (N. IV. Ayer) : 
This newcomer to spot radio (this is 
firm's second year) has been adding 
to it> schedules consistently. Current- 
Is. Atlantic Refining is using 5-» 10- 
and 15-ininute newscasts on 60 sta- 
tions throughout the South, from 
Maryland to Florida. In New York, 
the agency has bought 5-minute wealh- 
ercasts to be broadcast three times 
weekly over 10 am and 12 fm stations. 

Like most gas companies, Atlantic 
also sponsored baseball in New York. 



• "The real truth is that freedom of the 
press and the freedom to broadcast are 
policies rather than principles, and they 
vary widely with changes in public opin- 
ion — and with the opinion of persuasive 
thought leaders, I think it's safe to say 
that the general public is inherently and 
automatically in favor of the precept 
of freedom to broadcast, without con- 
dition or qualification.** 

THAI) II. BROWN, JR. 
Vice President in Charge Tr 
N.4RTB. Washington 



New England and Pennsylvania in 
1954 is expected to do so in 1955. 

Though there is unquestionable in- 
terest aJid activity in spot radio, the 
medium isn't necessarily entering a 
second hone) moon with clients and 
agencies. On several fronts, spot radio 
continues to have an uphill fight. 

There are, for example, a number of 
accounts that are reducing or drop- 
ping spot radio. Among them, Bab-0 
(through D-F-S) is significant, be- 
eaus-e of its long history in the. medi- 
um. American Chicle (through D-F-S) 
plans to buy less spot radio because 
of the expense of its new network tv 
hay. The Texas Co. (through Knd- 
ner) is dropping spot radio for net- 
work radio this spring. And Nescafe 
(through Bryan Houston) is reducing 
its spot ratlin schedules somewhat. 

It is still too early for a conclusive 
forecast of spot radio 1955. For Jan- 
uary, however, (he positive side of the 
coin shines far brighter than the nega- 
tive. * * * 



ESSO 

{Continued from page 35) 

Jersey) — covers the Eastern seaboard 
and part of the South — 18 states in all 
ranging from Maine to Louisiana. 

Esso could use a regional network. 
It likes spot for two reasons, however. 
First, the Esso Reporter in each town 
is identified with the local radio sta- 
tion and the local "voice' (announc- 
ers remain anonymous, but they're 
Usually among the better-known an- 
nouncers at each station). Further, 
local news can be featured — to the ex- 
clusion of national or regional news, 
if warranted. 

Second, Esso likes spot because it 
can air commercials which are appro- 
priate for each market. The company 
may want to push anti-freeze in New 
England, for example, and promote 
tires in Louisiana. This is important 
to a company operating in a wide 
range of climates. Esso Ad Manager 
R. M. Gray and Assistant Ad Manager 
\ e.rnon Carrier stressed to SPCXNSOR. 

Some advertisers may fear spot ra- 
dio, however. They may feel that it's 
hard to hold together a scattered op- 
eration and to promote relatively un- 
glamorous spot (as opposed to net- 
work) to its dealers. 

This is where the agency steps in. 
Marschalk & Pratt keeps in close touch 
with all the radio stations and with 
Esso as well. Here's how: 

As soon as a new station is added 
to the Esso lineup. Tom Brown. Mar- 
schalk & Pratt's liaison man between 
the agency and the radio-tv stations, 
or Curt Peterson, M&P radio-tv vice 
president- -or both — visit the station. 
Along with the usual handshaking the 
station manager gets a book from Mar- 
schalk & Pratt called "Your Esso Re- 
porter — Instructions & Suggestions.'' 

The book spells out exactly how the 
Esso Reporter is to be handled by the 
station. It emphasizes that "selection 
of news sen ice and news content is 
the responsibility of the local station, 
without sponsor limitation or restric- 
tion." It does caution, however. 
again>t editorial interpretation. And 
it mentions that "on more than one 
occasion, the sponsor has been in- 
volved in an unflattering news inci- 
dent on the sponsor's own program. 
That's a calculated risk, because the 
news must remain inviolate.'' 

I he book 



;i\ es 



mggcstions 



to an- 



nouncers. (Example: "The 
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enthusiasm of the announcer's voice 
plajs a large part in the impression 
news —or commercial — makes on the 
audience.") 

Even emergencies are covered in the 
instruction hook. In case of a tragic 
event in a station's area, for example, 
the announcer is told to discard the 
scheduled commercial and to substitute 
a "standby" anouncement. These an- 
nouncements briefly touch on topics 
such as freedom of the press, with only 
the mention of Esso as sponsor of the 
program. In addition telephone num- 
bers and addresses of Marschalk & 
Pratt and Esso executives are listed so 
that they can be contacted in an emer- 
gency, if warranted. 

Esso gives stations carrying the Re- 
porter a gentle hint that it would like 
them to promote the show. It doesn't 
demand extra promotion and it prob- 
ably wouldn't drop a station from the 
schedule if the outlet refused to pro- 
mote the show. As the company ex- 
plains, however, "It goes without say- 
ing that a good news program will 
prosper ... in direct proportion to 
the promotion that is behind it. Esso 
Standard Oil Co. backs up this pro- 
gram from time to time with newspa- 
per advertising and sales promotion." 

Esso advises its radio stations that 
it's doubly important tbat they keep 
Marschalk & Pratt advised on their 
promotion. "First." Esso says, "its 
important that you don't 'hide your 
light under a bushel.' Second, these 
reports help us to help you by acting 
as a clearing house for good promo- 
tion ideas/' Esso "suggests" that sta- 
tions send in monthly reports on their 
activities; to make the job easier — 
diul to more or less act as a reminder 
— the agency sends the outlets a stand- 
ard promotion report form to be fdled 
out and returned. Liaison man Brown 
and radio-tv director Peterson also dis- 
cuss promotion of the Esso Reporter 
ti*ilh the stations on their periodic vis- 
its. (Some of the promotion Esso has 
pbtainecl from stations is illustrated 
on page 35.) 

What are the criteria Esso uses in 
choosing stations? 

Most basic, perhaps, is cost-per- 
1.000. Yet even this is not the final 
answer. For example. Curt Peterson 
lold sponsor that the cost-por-1,000 
for radio has gone up in the past few 
\ears. "We didn't drop radio." he ex- 
plained, "because even at the slight 
increase in price it's still a darned 
good buy." 



The cost-per-1,000 is figured with 
the help of local ratings. In one mar- 
ket it might be Pulse, in another Hoo- 
per, and so forth. 

(The various local ratings cannot be 
averaged out to give Esso an indica- 
tion of its total audience, however. 
Besides the fact that the rating sen- 
ices vary widely in technique, the davs 
or weeks which they surve\ are not 
the same for all markets. Seasonal va- 
riations in listening would therefore 
make the results inaccurate. To ob- 
tain its average monthly audience Esso 



u^es \iel.-en cumulative ratings figured 
on a network basis. In other words, 
although jNielsen couldn't give Esso 
a reliable rating for many of the mar- 
kets on an individual basis because of 
an inadequate sample, Nielsen can — 
using the same techniques it uses for 
obtaining network ratings — give Esso 
a reliable indication of its audience 
over the 18-state area.) 

Esso uses "prestige" stations. This 
means that frequently the company 
buys time on one of the biggest, most 
powerful outlets. But not always. 






A New Orleans street named Desire 



— hut where is everybody? 

If the time is between fi and 9 a.m., they're verj 
likel) listening to Louisiana "Lann Clock. This 
sprightly WDSU program acts as eye opener to a 
large and loyal following. And it has been an eye 
opener to sponsors to see how well "Lann Clock's 
Harry Wood can sell their products. 
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Every now and again it drops a sta- 
tion it's had for a long time and sub- 
stitutes another in the same city. A 
couple \ears ago, for instance, Esso 
dropped a 50 kw outlet which had car- 
ried the Reporter for more than 18 
years and bought instead a 5 kw sta- 
tion. The former outlet covered more 
territory. The 5 kw station obviously 
covered fewer people but two years 
before the switch Esso had bought 
ihree stations which actually were 
within the coverage area of the power- 
house. 1 he company apparently felt 
that it was better to have more local 
coverage with more stations rather 
than one big station blanketing an en- 
tire region in this instance. However, 
out of the 52 radio stations now on the 
schedule, 13 are 50 kw outlets. (On 
the other hand, five are 250 watt sta- 
tions. ) 

Time periods bought by Esso drop 
into one of four periods, with an aver- 
age of three of these periods used by 
Esso on each station. Time periods are 
early morning (breakfast), lunchtime. 
early evening (dinnertime) and late 
evening (bedtime). 

Esso believes it reaches the most 
men this way. During some of these 
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time periods in some markets, says Es- 
so, more women than men may actual- 
ly be listening. As long as the number 
(rather than percentage) of male lis- 
teners is high and the station rate card 
favorable, Esso says it's getting a 
sound buy. 

healers buy time: Esso encourages 
its dealers (who operate as indepen- 
dent businessmen ; they don't even 
have to feature Esso-only products) 
to buy their own time on radio. Twice 
a year the agency writes to 1 kw (or 
less) stations in Esso's marketing 
area. It asks these 032 stations if 
they'd like Esso's book, called "How 
Local Radio can increase business and 
profits for an Esso Dealer." In re- 
sponse to the current mailing, 360 ra- 
dio stations said, "Send it." A follow- 
up letter went to the stations which 
got the book, offering a new Margaret 
Whiting transcribed musical jingle, 
free of charge. But the radio station 
was to indicate how many Esso dealers 
had bought time. Replies to this letter 
still are coming in but by SPONSOR 
presstime the radio stations respond- 
ing indicated a total of more than 400 
Esso dealers buying time. 

The dealer book is in three parts. 
The first, addressed to radio station 
managers, gives hints on how to sell 
announcements or programs to Esso 
dealers. The second part, for the deal- 
ers' use, offers practical advice on the 
value of local radio programs and 
some of the principles of advertising. 
(Example: "DO give your radio ad- 
vertising a chance to prove itself! 
DON'T sponsor a few isolated broad- 
casts, then give up because you aren't 
immediately swamped with custom- 
ers.") 

The third part of the Esso dealer 
hook contains more than 60 30-second 
commercials to he read with a novelty 
musical jingle (not the Whiting jingle 
but another called "See your Esso 
dealer"). The commercials are hard- 
selling copy for more than a score of 
Esso dealer products and services. 

In an introduction for its dealers, 
Esso says "Hundreds of Esso dealers 
are proving radio's selling power every 
day by sponsoring their own advertis- 
ing. They buy one-minute announce- 
ments on their local stations — one of 
the most effective kinds of advertising 
ever devised. . . . When you put these 
commercials on the air, you take an 
important step toward more business. 



increased profits." Esso reminds deal- 
ers that when they do their own radio 
advertising they "enlist the help of 
millions of dollars worth of advertis- 
ing which Esso Standard Oil buys to 
tell people about the products and serv- 
ices you offer." 

'Reporter's* start: The Esso Re- 
porter was conceived on the corner of 
43rd and Broadway in July 1935 and 
horn on October 7, 1935. 

It was on the corner of 43rd and 
Broadway that Harry C. Marschalk 
ran into Clifford Glick, a salesman for 
NBC. Glick told Marschalk that the 
United Press had decided to change its 
newspaper subscribers-only policy and 
was ready to lease its news service to 
NBC. Glick suggested that possibly 
Marschalk could sell the idea to Esso 
which sponsored Guy Lombardo on 
radio through M&P. 

Marschalk proposed the idea of 
news programs to Dr. R. T. Haslam, 
then the Standard sales manager. 

Only Marschalk had a twist to the 
NBC proposition. NBC had offered 
Marschalk an opportunity to buy 15- 
minute news shows. Marschalk thought 
it would be better to sponsor four 
five-minute shows daily. When it be- 
came obvious that Esso would like to 
buy five-minute segments, NBC was 
aghast. The network didn't have a 
five-minute rate. After a little pon- 
dering, NBC agreed to sell Esso, via 
Marschalk & Pratt, five-minute news 
shows. 

For 26 weeks Esso bought the net- 
work, but then it began to shift to a 
spot campaign, covering the territory 
which Esso serves. It's used spot radio 
in this same five-minute form ever 
since. 

Because it is a regional firm, Esso 
canot use most magazines. It does buv 
space in the New Yorker, however, 
and an occasional Sunday supplement. 
It uses newspaper advertising and has 
extensive billboard locations. Esso al- 
so works closely with dealers in direct 
mail campaigns to Esso customers. 

(In a future issue: How Esso tele- 
vises the news.) * **" * 
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TALENT PROBLEM 

(Continued from page 37) 

to the west coast program director. 

Many admen feel the networks 
should set up more opportunities for 
new talent to expose itself and develop. 
Some would like to see more amateur 
talent shows on the air. Others would 
like the webs to provide more local 
opportunities on their owned-and-oper- 
ated stations. 

While agencies look to the networks 
to carry the brunt of talent scouting, 
they feel they have some scouting re- 
sponsibilities themselves. Some of the 
talent people at the agencies want to 
get sponsors more involved in the 
talent quest on the grounds that an 
agency would not sign up new talent 
itself unless client indicated interest. 
3. The opinion that ad agencies must 
show more backbone in talent and pro- 
graming negotiation was expressed in 
some quarters. It was not frequently 
expressed (it is, after all, self-criticism) 
but when it was expressed, it was in 
strong terms. 

Agencies were advised to (1) set a 
ceiling on talent costs and stick to it 
and (2) assert more control over pro- 
graming. An example of the former 
policy is the ceiling set by J. Walter 
Thompson (in the forefront of those 
fighting the talent agent price scale) 
on Lux Video Theatre. This ceiling is 
^aid to be in the neighborhood of 
53,500 for the lead player. The agency 
turned down Gloria Swanson's asking 
price of $7,500 (Editor's note: errone- 
ously printed at $75,000 in the previ- 
ous story) for appearing in "Sunset 
Boulevard" and hired Miriam Hopkins 
instead. 

Agencies can assert more control 
over programing if they become more 
iictive in producing their own shows, 
it was said. This will help prevent a 
situation, so common now, whereby a 
complete show package is presented to 
ihe agency, either by talent agents or 
the networks, leaving the agency with 
a simple take-it-or-leave-it alternative. 

The fact that the agencies often have 
little to say about supporting and non- 
performing talent in their own shows 
makes it doubly difficult for them to 
control costs. One big network adver- 
tiser told sponsor the talent agents 
often "dump second-rate supporting 
talent on us" because of the growing 
trend toward presenting complete pack- 
ages to sponsors and agencies. An 
agency programing executive said 



angrily that he couldn't even get from 
a talent agent a breakdown of above- 
and below-the-line costs for an expen- 
sive film show he is considering. 

"If I told you what the show cost," 
he said, "you'd understand why I'm so 
mad. But what can I do when the 
package is already made up? What 
makes it worse is that the talent agents 
are so arbitrary about things. I'm just 
expected to acquiesce." 

More dependence on writers is 
often suggested as a way of getting 
around the high cost of tv talent. An 
agency tv department manager said: 

"The agencies and networks would 
do well to pick up some writers dumped 
by Hollywood and get them into tv. 
There are a lot around since the movie 
people aren't producing as many pic- 
tures as they used to. Some of these 
guys are good, though they may have 
to get used to the lower tv pay scale." 
(Y&R has such a system already in 
effect.) 

The fact that writers generally get 
paid less than performing talent is the 
prime reason why admen would like 
to see more emphasis put upon writing. 
A source familiar with writers' salaries 
said that in many cases they get from 
15 to 25% of what a performing star 
gets. Even when a writer's name be- 
comes known he is not able to capi- 
talize on it to the same extent that a 
performing star can, it was pointed 
out. 

A sponsor check disclosed that tv 
network writers get from $250 to 
$2,500 per show with most of them in 
the lower end of this range. There 
are cases of writers who get $3,000 or 
even $4,000 but this is rare in tv and 
when it occurs the writer may perform 
another function, such as producer. 

For a half-hour show, a free-lance 
writer will be budgeted from $600 to 
double that, but with $750 the most 
common fee. For the hour drama 
shows, the range starts at $1,000 and 
ends at about $2,500 with only top, ex- 
perienced people getting the latter. 
Comedy writers get from $250 to 
$2,000, with a few going above that. 

An interesting sidelight on the 
writers' pay scale is the fact that an- 
other $100 or so may be given for a 
drama script run during "rating week." 

The number of admen who said 
they would like to see the government 
do something about talent costs can be 
counted on the fingers of one hand, but 
the fact that Uncle Sam was mentioned 
at all gives some idea of the intensity 



of feeling in some circles. This vocal 
minority would like to see the govern- 
ment take away from the networks 
their programing functions and limit 
them to selling time, the idea being 
that the combination of the two con- 
stitutes a form of monopoly. If the 
networks' programing wings are 
clipped, it is held, there would be less 
emphasis on high-priced shows. 

One source said he thought the talent 
agents might well come under U. S. 
scrutiny on the ground that their power 
to tie in secondary and non-performing 
talent with the sale of a star constitutes 
restraint of trade. 

Actually, many admen, while they 
don't like the talent cost situation, con- 
sider it an example of free enterprise 
in exaggerated form, which is one of 
the reasons why they feel helpless to 
do anything about costs. Here are the 
difficulties the ad fraternity says it 
faces: 

Said an agency radio-tv department 
head: "Talent costs are just a matter 
of supply and demand. The high prices 
for Gleason and the others exist simply 
because somebody is willing to pay the 
price asked." 

Another adman put it even more 
succinctly: "If one pays, everybody 
pays. 

The point that the high prices paid 
by a minority of sponsors affects the 
entire price scale for talent inevitably 
raises the question of whether the high 
price shows are worth the money to 
those who sponsor them. For if they 
are, adinen say, there is not likely to 
be any change in the situation until 
costs become obviously uneconomic. 
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i hp standard though not the onU 
mea-uring rod is co.-t-pcr-1 .000 
home- reached or eosl-per-l.Oou home* 
per commercial minute. J he latter is 
useful because it enables the slide-rule 
Inns to compare co.-ts- per- 1.000 for 
^hows of different length. 

Vtehen figures indicate that the hi«r- 
name uirielv -hows are still worth the 
co-t. \- a group, the general varietv 
show- on network tv are the most eco- 
nomical cost-per-l.OOO buy despite the 
fact that the average time-and-talent 
cu*t is higher than any other group. 



The average nighttime general variety 
show, during early October (not in- 
cluding the spectaculars) . cost $2.93- 
per- 1.000 homes per commercial min- 
ute. Average show cost was $97,000. 
These are once-a-week shows, both 
hour and half-hour in length. 

A\erages. of course, can be mislead- 
ing and it must be pointed out that the 
rangi- went from $1.69 to $< l i.73-per- 
1.000 homes per commercial minute. 
W hile jNielsen would not re\eal the 
cost-per-l.OOO homes per commercial 
minute for specific shows, it was 



learned that the big name shows with 
their big audiences tend to be at the 
cheaper end of the cost-per-1.000 
range. 

(The cost-per-l.OOO homes per com- 
mercial minute is calculated as fol- 
lows: the average audience — not the 
regular six-minute Nieben rating — is 
multiplied by the number of commer- 
cial minute-. This is divided by 1,000 
and the resulting quotient is then di- 
vided into the cost of the show.) 

After general variety shows, the next 
cheapest program category is general 
drama with a figure of $3.68-per-1.000 
homes per commercial minute. Dear- 
est category was what Nielsen calb 
"variety music and other music.'' 

So far as trends go, however, the 
picture appears to be one of a leveling 
off of tv network costs-per-1 ,000 in 
1954 after a continuous drop previous- 
ly. The cost-per-1.000 homes per com- 
mercial minute for evening shows 
during October was $3.91, compared 
with $3.97 during the corresponding 
period in 1953. The six-cent differ- 
ence is not considered significant. 

A comparison of half-hour evening 
shows in terms of 1,000 homes reached 
J during the same October periods shows 
a slight increase from 1953 ($10.76) 
to 1954 ($10.98). 

What will happen during the 1955- 
'56 season is another question. Admen 
expect that, with rising talent prices 
and more station competition prevent- 
ing any great increases in tv per-pro- 
gram audiences, the costs-per-1. 000 
may well show a substantial increase. 

No advertising analysis can end with 
cost-per-l.OOO, however, and there's the 
rub for those looking for a respite in 
I the upward price spiral. In the first 
place, even if his cost goes up 50 cf t , 
Gleason is not a bad buy. Secondly, 
I and most important, Buick bought 
| Gleason to create excitement for its 
i product, which has shown a spectacu- 
lar rise in sales, having displaced 
Plymouth as the third ranking car. (If 
Buick sales are no better in 1955 than 
last \ear. the Gleason talent-and-pro- 
duetion package w ill cost Buick - - or 
Buick owners, depending on how ;ou 
look at it — around $6 per car.) 

The motnes for Buiek's payment of 
$3 million to Gleason during the next 
season shed light on why some of the 
other big spenders are acting as they 
are. It is notable, say admen, that the 
auto firms- to whom cost-per-1.000 
is less important than, say, soap firms 
— Stand out prominently among the 
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big spenders. Oldsmobile, Lincoln- 
Mercury, Chrysler are all heavily in- 
volved in . the big-show, lug-name 
sweepstakes now going on in tv. Olds- 
mobile, like Buick. bus been overtaking 
its competitors; Lincoln-Mercury deal- 
ers have expressed undying gratitude 
for the sales job Ed Sullivan has done 
for them and probably consult the 
post-per- 1,000 index seldom, if at all; 
Chrysler has made an all-out tv bid 
{o regain its former standing. 

The situation described above is, in 
effect, the basis of arguments used by 
(hose who defend the prices asked by 
WM and MCA. It is the job of talent 
agents, say the defenders, to get the 
highest price they ean for their clients. 

'"The trouble with most talent." said 
a veteran agency talent buyer, "is that 
they believe their publicity. And if 
they feel their agent isn"t getting as 
much money as possible for them, 
they'll junk him. Of course, talent isn't 
too likely to junk MCA and W illiam 
Morris, but there is always the possi- 
bility that a big name will jump from 
one to the other. 

"It's true that xMCA and William 
Morris are tough bargainers and I 
think one reason why prices are what 
they are is that some tv talent buvers 
(lon't have enough experience to bar- 
gain for or evaluate talent. But, you'll 
sometimes find the big talent agents 
more reasonable than the talent."' 

Said another agency talent buyer: 
"It's often a convenience to be able to 
go to one source, like William Morris 
or MCA and get them to put together 
a program package. It can save us 
lime and money. Sure, I've heard 
people say that agencies are getting 
Jazy when they accept a package from 
an agent, but those outside talent buy- 
ing don't appreciate the problems. 

"And another thing. Whether we 
like it or not, the American public 
likes big names and the place to get 
them is at William Morris or MCA. 
You can't avoid dealing with them."' 

On one subject there was wide agree- 
ment among admen. Barring a de- 
pression, video was too dynamic, too 
exciting to be hurt by high talent costs. 
It was admitted there might be some 
temporary derangement caused by 
i-osts going way out of line, but the 
iron law of economics, admen assured 
sponsor, is an automatic regulator of 
prices. Look at Hollywood, they said. 
It happened there. But so long as tv 
offers good entertainment to the public, 
nothing disastrous can happen. * * * 



B&M TV TEST 

{Continued from page 32) 

sisting of cities with jobbers which arc 
located within 50 miles of Crcen Bay; 
and \iea B, consisting of jobbing 
points SO to 100 miles away from 
(ween Bay. Area A. in other words, is 
the heart of \\ B \Y-TY s zone of influ- 
ence; Area B is the outer region. 
(These two designations should not be 
confused with the usual A and B con- 
tour terms in tv coverage. Xote, also, 
that sales are given for individual cities 
within Areas A and B as well as for 
the whole area.) One of the interest- 
ing points the test may reveal is wheth- 
er Area B will get as big a sales lift 
from the tv campaign as Area A. 

SI2..10O hudfiot: B&M sales for the 
entire year of 1951 are estimated by 
the broker at only $37,000 in sales 
Area A, $17,000 in Area B (wholesale 
basis). Nonetheless, B&M's tv cam- 
paign will be as heavy as the average 
six-month effort on the station by na- 
tional advertisers. Budget for the cam- 
paign is $12,500. It is allocated 100% 
to WBAY-TY, a Channel 2 CBS TV 
affiliate (representative: Weed). The 
$12,500 is about 25' i of gross whole- 
sale sales for the entire previous year. 

1 he campaign will include six one- 
minute announcements weekly, three 
in Class "A" and three in Class "B"* 
time. Total over six months: 156 an- 
nouncements. All announcements will 
be done live, many by the station's 
personalities. 

Copy furnished by BBDO will be 
adapted to suit the style of WB AY-TV 
personalities, although a careful check 
will be maintained to see that the basic 
copy platform is not violated. (Ex- 
amples of commercials used will be 
covered in a subsequent article of this 
series) . 

Success yardstick: SPONSOR asked 
B&M Ad Manager Northgraves what 
his yardstick for success of the cam- 
paign would be. In view of the propor- 
tionately heavy tv budget, would it be 
necessary for the profit from increased 
sales to equal the number of tv dol- 
lars? 

"i\o." was bis answer, '"that would 
be expecting too much."' A substan- 
tial sales increase plus increased dis- 
tribution of the brown bread is the 
objective sought. No dollar bench- 
mark for success or failure has been 
set in advance of the test. 

If B&M deems the results strong 



enough, its first regular television cam- 
paigning in other markets mas follow. 
"I he firm has used t\ on rare occasions 
only and has never before conducted 
a t\ test — or any other media test. 

B&M's total ad budget for the ^ear 
is estimated by SPONSOR at over $200.- 
000. file New England firm has used 
a variety of media in recent years, 
ranging from magazines to newspapers 
to store-distributed magazines. It is 
currently using radio in 1-1 markets, 
not including Green Bay. 

Marketitifi hackf/rouud: The B&M 

bean is the most expensive, ounce for 
ounce, sold in the Green Bay area. 
Its of the oven-baked New England 
\ariety. Most of the beans it must 
compete against are the lower-cost, 
cooked - in - the - can brands. Heinz, 
Campbell's and several hundred other 
canners make the can-cooked beans. 
Only B&M and a few other New Eng- 
land firms specialize in the bean baked 
in a brick oven. 

While the molasso-rich oven bean 
is the big seller in \ew England, in 
most other areas it has only a small 
fraction of the market. Otto L. Kuehn's 
advertising manager, Marvin \\ . Bow- 
er, estimates that the cooked-in-the- 
can bean has 96 r r of the sales in the 
Green Bay region. It's belie\ed that 
B&M sells at least 50^'r of the oven- 
baked beans in the area, which would 
give it 2% of the total bean market. 
Its chief competitor among oven-baked 
beans is Puritan, which sells at a low- 
er price than B&M in most eases. 

B&M beans ha\e virtually complete 
distribution in the area and sales have 
been growing slowly. B&M brown 
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bread, however, has poor distribution 
— under 50%. The company moved 
only 380 dozen cans of the bread in 
sales Area A during the first six 
months of 1954; only 130 dozen in 
sales Area R. It's believed few people 
in the region relate the two products, 
whereas brown bread and beans are 
a favorite combination in New Eng- 
land. One of the objectives of the cam- 
paign, therefore, will be to establish 
the brown bread and beans as items to 
be eaten together. 

"Our problem," says Ad Manager 
Northgraves,'" is to change the basic 
eating habits of the population. Sell- 
ing oven-baked beans to people of this 
area is a little bit like coming into 
Maine to sell chile con-carne when the 
people here aren't accustomed to any- 
thing hotter than a fish chowder." 

The Green Bay test has considerable 
significance for B&M because it has 
many markets where sales are at a low 
volume relative to its best markets. 
While it is a nationally distributed 
brand, about 6Q c /c of its brokers do 
90Co of the business. The South, for 
example, is a particularly poor area 
for the Yankee oven-baked bean. B&M 
sells through 87 brokers in key cities 




Xodk> Station W JPSb THE iporii siq- 
fan h Ewnfvillt, Ihdicuia marlwt. M 
ymi wont to rwch MEN, ch*ck our aratJ- 
abilSK« around our llv» pltry-by-pioy 
ipeiti . . , th» ywar around. 

ir LOCAL WW SCHOOL MOTf ALL . 

if IVANSVHii COLUOC KMTBA11 

* IH3 TEN FOSTMU 

* LOCAL HIGH SCHOOL BASKETBALL 

* CVAMVILlf COOEOE BAHfiTlALL 
ir INCH AN A UMVEEIfTY BAfKETBALL 

if INDIANA HIGH SCHOOL TOURNAMINT 

* NCAA BASKETBALL TOURNAMENT 
if IVANSVtUE BlAVEf BAMBAU 

* JW Mill tNMANAPOUI SPEEDWAY RACE 

* OTHEI SPORTING EVENTS AS TUlY OCCJK 

Spam mum LISTENERS. LldiiHit mm 
RESUITS. Ut Vi prova sur worth lc fau. 



•«btn J. McEninJi, G*n*m1 **m*a$*r 

itnsitma nr 
Til* 0*«fS* Htllbifk^n/ Cimpcnr 



Wfc^i "A RADIO IN EVERY ROOM" 

/■$£j?^\ Evansvilie, Indiana 



and Otto L. Kuehn, operating out of 
Milwaukee, covers the entire test area. 

The Kuehn company acts as B&M's 
exclusive sales agent, selling the prod- 
uct through jobbers and through chain 
outlets. It's hoped that one effect 
of the television campaign will be to 
stimulate interest in B&M among groc- 
ery jobbers, chain stores and indepen- 
dent retailers. Otto L. Kuehn repre- 
sentatives started talking up the six- 
month test early in January and 
WBAY-TV organized a dinner for the 
wholesale grocer)' trade in the area to 
explain what was coming. That was 
back on 10 January. 

Shortly thereafter. B&M streamers 
appeared on the windows of Red Owl 
stores in the area, indicating the ad- 
vance publicity was beginning to take 
effect. 

Otto L. Kuehn representatives have 
urged their clientele to stock up more 
heavily than usual in anticipation of 
demand. Extra supplies of the B&M 
products are available in the area on 
short notice in case of need. The in- 
evitable question arising in the first 
weeks of the test: "Is it advance or- 
dering by grocers that accounts for 
sales increases or demand at the re- 
tail level?" 

The answer won t be known quickly 
since sales figures can be compiled ac- 
curately only at the broker level. But 
it's axiomatic that if tv-induced retail 
demand does not show up, reorders 
later in the test will tell the story. 

After grocers get more B&M on their 
shelves, will they push the brand hard- 
er with the housewife? Its agreed 
this is possible, tending to raise the 
question of whether it's the tv adver- 
tising that sells the product or the ex- 



tra stocking as a result of the tv cam- 
paign. 

This, however, is a perennial 
chicken-and-egg question in any prac- 
tical test and in the last analysis the 
advertiser is not concerned with the 
exact mechanism of the sale. The 
cash register results are the index of 
success. 

Retail price of the B&M products 
varies with individual grocers. The 
27-ounce size costs 29£ to 33£ per pot. 
Sales figures reported to sponsor will 
be broken down to cover wholesale 
movement of both 18-ounce and 27- 
ounce sizes. It will be possible to see, 
therefore, whether television stimulates 
trial purchases in the small or the larg- 
er size. (Brown bread has only one 
size.) 

I'rei-ious advertising : SPONSOR 
asked Otto L. Kuehn's ad manager, 
Marvin Bower, to comment on the 
amount of advertising for bean prod- 
ucts in the area today. His reply: "To 
the best of our knowledge competing 
brands of oven-baked beans and brown 
bread do no national advertising in the 
Green Bay area. The only medium em- 
ployed by B&M as well as our com- 
petitor, Puritan, is to make available 
co-operative advertising funds to the 
chain stores and voluntary groups 
based on their own purchases. 

"In the case of Burnham & Morrill, 
they allow the buyer at the wholesale 
level 2^o of their purchases for co- 
operative advertising. This allows the 
chain or the wholesale house that spon- 
sors a group of stores to insert copy 
for B&M in their weekly newspaper 
ads up to the amount of money that 
accrues based on their purchases . . . 
no oven-baked beans are promoted ag- 



63% LOCAL LISTENERSHIP 



A recent survey* shows 63% listenership to local radio stations in 
the Atlantic City-County area, the heart of the $325,300,000 South 
Jersey shore market. And WOND is rated the top station by farl 

■1954 Survey by Advertest Research Available on Request 
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SOUTH JERSEY SHORE KEY 



Owned and Operated by 

PIONEER BROADCASTERS, INC. 
Pleasantville*, New Jersey 

N. Y. Office: 550 Fifth Ave. COIumbus 5-1430 
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gressively here." 

If past advertising has been almost 
non-existent, what is the possibility 
that competing brands will rush into 
the area with counter-campaigns de- 
signed to confuse results of the B&M 
test; or designed to hold onto their 
own share of the market? 

The question arises because test 
campaigns are traditionally subject to 
counter-blasts from competition, once 
they are discovered. It's believed this 
problem will not occur in the present 
test campaign. Reasons: (1) There is 
no past history of aggressive advertis- 
ing by other bean companies in the 
area, as noted. (2) The B&M budget 
for the test is proportionately too high 
to encourage counter-campaigning just 
for the purpose of confusing results. 

The previous test: Results on the 
previous WBAY-TV test, designed to 
determine how far out a television sta- 
tion can exert sales pull, have been 
compiled by the University of Wiscon- 
sin. A new product, previously un- 
advertised in the region, was the 
guinea pig. University of Wisconsin 
researchers used 1 1 cities distributed 
at varying distances from Green Bay 
as their check points. It was found 
that to the north where WBAY-TV 
had no tv competition during the test 
period (15 February through 15 July 
1954) sales effectiveness extended out 
to the fringes of signal coverage. 

These are some highlight conclu- 
sions from the University of Wiscon- 
sin report on the WBAY-TV study: 

• "The fact of area coverage by a 
station reaching away from major 
competition is clearly established. One 
might say that a 100 kw station with 
an 800 ft. antenna can cover. a -radius 
of 60 miles away from competition 
over average terrain as effectively as 
its home city. Beyond that distance a 
station's effectiveness gradually de- 
clines but it can be 75% as effective 
90 miles away as it is in its own mar- 
ket, 

• "Station and program listening 
are a good rough index of sales ef- 
fectiveness. In fact, under certain lim- 
ited conditions, tv station mail has a 
degree of validity as an index of sales 
effectiveness." 

(Copies of the University of Wis- 
consin study, giving full details in re- 
sults of the sales test plus telephone 
coincidental and mail ballot research, 
are available from WBAY-TV, Green 
Bay, Wisconsin. Address requests to 
Haydn Evans.) * * * 



4 A's REACTIONS 

(Continued from page 40) 

". . . It isn't reasonable to expect an over- 
night reversal of a trend which has gath- 
ered such momentum, but an agreement 
among so large and influential a segment 
of the agency field cannot help but aid sta- 
tions and networks in an effort to hold to 
the letter of rate cards and policies in all 
the areas under discussion. . . ." John 11. 
Bachem, Gen. Mgr. Du Mont Tv A'e/. 

"These problems are best handled by in- 
dustry associations, rather than by individual 
reps, who alone cannot establish rate prac- 
tices. The SRA Rate Committee is working 
on it. If all the reps can be gotten to think 
along the same line, then something might 
be done. The 4 A agencies are usually rea- 
sonable. But when some agencies get away 
from the straight and narrow, others want 
the same special deal. Something like these 
recommendations is needed from time to 
time as a reminder that we take stock." 
Adam J. Young, Jr., Pres. Adam J. 
Young, Jr., Inc. and Pres. SRA. 

". . . Adherence to these rules should be 
easy for the great majority of advertisers, 
their agencies and for broadcasters. As is 
to be expected, I am most interested in the 
section on rates. I am encouraged to see this 
stand against secret practices but I feel that 
on this point the Association might have 
been more positive in its approach. Here 
the burden of proof performance lies with 
the broadcaster. 1 think that a few agen- 
cies often not only encourage but foster 
undesirable rate practices. . . ." Roger 
W. CUpp, Gen. Mgr. WFIL, Philadelphia 

"While most agencies want to conduct their 
business decently, there are some which are 
naturally chiselers, and others which try 
hard to squeeze every bit of juice out of 
the lemon for their clients. On the whole, 
the recommendations should have a bene- 
ficial effect. Weak stations, especially, can 
find them helpful. For they can cite the 
4 A code in discussions with agencies and 
advertisers .that .seek to depart from good 
practices." John E. Harrington, Part- 
ner, Harrington, Righter & Parsons. 

"The 4 A statement is a most laudatory 
document. The SRA Rate Committee feels, 
however, that the most significant problem 
has been completely overlooked — that of the 
national advertiser who attempts to buy 
radio time at local rates. There can be no 
criticism of either advertiser or agency for 
trying to get the best possible value. It is 
rather a question of using dollars to pres- 
sure stations into quoting improper prices. 
The only ultimate solution is for the 4 A's 
to take a stand against attempts of na- 
tional advertisers to get local rates. And it 
is basically up to the stations to eliminate 
the multiple rate system. Everyone suffers 
from this evil: The station's product is 
cheapened, and the agency endangers its 
control of accounts and commissions." 
Robert Eastman, Exec. V.P. John Blair 
& Co. & Chrmn. SRA Rate Committee. 



". . . It is almost universally testified to 
by agency people that merchandising aid by 
stations rarely enters into decisions on sta- 
tion buying. It is only after the purchase 
that merchandising help is inquired into 
and sought. Furthermore, it is widely known 
that with all media, merchandising is longer 
on promise than it is on performance. . . . 
Many large advertisers look askance at mon- 
ey spent by stations on merchandising, with 
the feeling that the station's object should 
be to provide audience, not products. . . . 
The wide dissemination and universal ap- 
proval of the 4 A statement is bound to 
correct the operations t hat now represent 
something less than good media practice. . . . 
Now that the 4 A's has dealt with these 
touchy subjects . . . can they promulgate 
the truth on identical local and national 
rates? Where the local rate is lower, the 
agencies are in some cases subjected to an- 
noying arguments and work. The stations 
having the same national and local rates win 
agencies' applause. And cooperative adver- 
tising, with its widely known weak morals, 
might be dealt with in the same forthright 
manner." T. F. Flanagan, Mg. Dir. SRA. 

"The recommendations serve the excellent 
purpose of setting up standards. We do not 
object, of course, to the usual request for 
normal merchandising support, but some 
requests are far out of line. I intend to 
read the document to our men at our regu- 
lar weekly meeting. Each of our 26 sales- 
men should be supplied with a set of the 
recommendations for use at agencies. They 
may help in cases where agency requests are 
unreasonable. Agencies that further the 
trend toward the use of co-op advertising, 
so that the client can benefit from getting 
the local rate, might keep in mind that that 
co-op money comes, by and large, out of 
national spot. In the long run the agencies 
are hurting themselves." Frank IF. Mil- 
ler, Sr. Chrmn. of Bd. Headier-Reed Co. 

"All rates should be published. There is 
nothing wrong with merchandising, which 
can be of help in obtaining business. It is 



Latest Telepulse indicates 
63.5% of the Viewers in 
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She speaks Spanish- 
reads Spanish- 
listens to Spanish radio 

but, BUYS AMERICAN! 




She's one of over 900,000 

Spanish-speaking Mexican- 
Americans in the Texas Spanish 
Language Network coverage 
area. These Mexican-Americans 
have been buying American 
products, with emphasis on 
products that are brought to 
their attention through Spanish 
Language radio. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XE0-XE0R XEJ 

San Antonio Rio Grande El Paso 
Valley 
Represented nationally by 

NATIONAL TIMES SALES 

New York • Chicago 

HARLAN G. 0AKES & ASSOC. 

Los Anyeles • San Francisco 



I lie exlra effort and expense sometimes de- 
manded thai is the difficulty, for the sta- 
tion cannot po~*ibly do [he same kind of 
job for all advertisers. I am happy to say 
that we have little pressure exerted by agen- 
eic-. Occasionally there i- an effort lo get 
local rales for national accounts. The trend 
toward the single vale is a hopeful sign for 
an nllimate solution of thi* problem.*' llitx- 
«•/ If ill fx cr. /'./'. John E. I'rarson Co. 

feel that the means and language 
which this Committee has n.-ed to present 
this problem may not remedy 1 lie situalion 
it has pointed out as much as it would tend 

10 cause an acceleration of the very forces 
and factors it is OMen*ibly trying to curb. 
1 feel thai the slalemenl on rates was some- 
what incomplete and that it ilid not propose 
a conclusive remedy. On the one hand the 
agencies are encouraged lo seek the lowest 
rale available for any class of advertising 
without any regard for the possible value, 
delivered in exchange for those rates, while 
on the oilier hand the Committee has simply 
sought to legitimatize rate deals by insisting 
that they be published. . . . The rale para- 
graph has implicitly put advertisers on no- 
tice that lower rates are obtainable . . . 
from the majority of broadcasters. Thus, the 
major effect of the rate paragraph becomes 
one of branding broadcasting as the medium 
which is selling itself on the single standard 
of price. This situation has been aided and 
abetted on the agency-advertiser level. . . . 

11 is my belief that the solution of this prob- 
lem will not come as a result of two simple 
statements regarding rates in the AA A \ re- 
port, purporting to wish ihat the situation 
would go away. . . . The Phil. R&TvR Assoc. 
has studied the cpie-tion. Our belief is lhat 
'All efforis at a solution of the rate prob- 
lem must be based on confidence and faith 
iu the medium and in each other based on 
tin; knowledge of what we have in the way 
of a product.' Vie have a good product to 
sell — we do not have to use the 'deal' to re- 
place program development, efficient manage- 
ment, promotion and salesmanship." Win. 
II. Castiey, t .!>.. Con. Mgr. W'l'EN. Philn. 

. . In today's situalion, we believe that 
the agencies have a responsibility not lo en- 
courage stations to sell off rate, nor to play 
one station against another in an effort to 
force special rale concessions. These impor- 
tant matters were lefl out of the rate seel ion 
of tin \A \ \ release, and should be defined 
in ihe same manner as were the specific ob- 
jections to current practices in merchandis- 
ing and publicity. We further suggest lhat 
the A AAA establish a commitlee on ethics 
which would release to all members exam- 
ples of agencies who deliberately practice 
rate enitiug, in.-ist upon ti^c of copy in poor 
ta^te, and make excessive demands for free 
service from stations. If agencies indulging 
in such unethical practices are held up lo 
the light of industry scorn, such practices 
will become less prevalent.** Hill Maillr- 
fvrl. Six. Mar. Edit; I'rlry. ★ + * 



SPONSOR ASKS 

{Continued from page 89) 

ply good programing without commer- 
cials. But can this box office offer en- 
tertainment good enough to lure view- 
ers away from the free program on 
another channel? Can this box office 
in the home take the place of going 
to the neighborhood theater or local 
sports event and lea\ ing home prob- 
lems behind? 

W hat entertainment can subscription 
tv offer that sponsors can't? When the 
viewer is at the point of deciding 
whether he is going to pay SI. 00 to 
see Subscription Movie \ or see spon- 
sored Show ^ on another channel for 
free, then the entertainment values 
come into play. If fee tv presents 
Moby Dick for SI. 25, the sponsor may 
say. "O.K. We'll give them Gone With 
the H ind free of charge.'' 

Subscription tv, in order to go over, 
will have to offer top entertainment 
to viewers. But will it he able to 
compete with what the audience has 
been getting free of charge? 

When they must pay for some of 
their entertainment, there is the happy 
possibility that home viewers may "re- 
discover" commercials, regard them 
with new appreciation as the means of 
receiving free entertainment. 

Even if subscription tv should suc- 
ceed and grow so big that it does away 
with commercially sponsored video, 
\ on still can't lose the sponsor because 
t he sponsor will find some way to com- 
pete and present better spectacles. 

In anv event, if fee tv does go over 
with a bang. \ou can rest assured that 
it will be one of the biggest operations 
in the world because every ad agency 
man will be iu it with a box-top deal. 




'KRIZ Phoenix advertised these dresses as 
cut to almost nothing." 
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ftdi/iiiomf AW.von ;5 closing his own adver- 
tising agency to join Television Bureau oj Advertis- 
ing as national spot sales director, lie's second recent 
appointment to Tvli staff, follows by a fortnight 
naming of Dr. Leon Arons as research director. 
Nelmn is broadcast media veteran, was one time 
production manager at AIM!, supervisor of tv 
at Mutual in tv's infancy, produced and sold first 
half-hour tv show (Titltfx Show) to be sponsored. 
In 1914 he built, sold first "spectacular"- — Du 
Mont's Boys from Boise ( two hours long.) 



Munvivv II. Nvi'tlham is one of country's 
few agency executives to give employees and public 
complete financial details of his operation. At 
annual meeting of Needham, Louis &: Broby Inc. 
employees, lie said agency's billing for year ending 
Xovember 1954 was $28,933,000, an increase of 
$1.4 million over 1953. Net profit, lie disclosed, was 
$303,400 compared with $221,600 year before. New 
figure represents about \% of gross billings. Agency 
is entirely owned by 170 employee-stockholders. 
Agency's 1954 radio-to billing: About $12 million. 



John IS. I'mtr, v. p. & general counsel of Gen- 
eral Teleradio Inc., is newly elected executive rice 
president of MBS. Poor will retain vice presi- 
dency of General Teleradio in his new post, which 
will be "the administration of Mutual network 
activities," according to Thomas F. O'Neil, presithent. 
He's expected to become acting head of network 
when O'Neil is not in New York. Poor joined Gen- 
eral Teleradio in 1952 following an association with 
the law firm of Dalton & Poor, Boston. He's a 
Harvard man, is married and has five children. 



Il«»lirj/ St'haehtt', senior vice president of 
Bryan Houston Inc. and member of si'on.soh's //// 
Media Advisory Board, has received a citation from 
the Advertising Research Foundation for "outstand- 
ing leadership of and distinguished service to" 
ARF. Scluichte has been ARF board member 
since January 1952, served as chairman during 1953. j 
lie continues to serve as an ARF director. The 
citation was /iresented to Schaehte by Edgar 
Kobak, ARF president, on behalf of the organiza- j 
lion's hoard of directors. j 




When thot 1 buy is WJAC-TV, Johns- 
town, you not only steer your way into 
the rich Johnstown oreo, but you 
coost right into the Pittsburgh ond 
Altoona morkets, os well! 
Lotest Hoopers show WJAC-TV: 
FIRST in Johnstown 

(a 2-Station market) 
SECOND in Pittsburgh 

(a 3-station market) 
FIRST in Altoona 

(a 2-Station market) 
Smooth the woy for more soles with 
the 1 buy that covers 3 . . . 




Get full details from your KATZ man! 



National products get best results 



ADVERTISERS' INDEX 




CASH REGISTERS RING RESULTS 
Product labels mailed in by housewives playing for cash prizes, play 
a merry tune of profitable advertising wherever kash box has been 
used. 

• NATIONAL PRODUCTS USING KASH BOX 
on KGA immediately following highest rated Don 
McNeil's Breakfast Club . . . will force sales 
throughout the hard to sell Inland Empire by 
using radio time, plus free newspaper tie-ins and 
display space in 68 IGA Super Markets. Your 
products are bound to move. 

• BONUS IMPACT. .. KGA's 50,000 
WATTS. The only 50 kilowatt radio 
in the nation's fastest growing mar- 
ket . . . command's listeners every- 
where . . . give's buyers the lowest 
cost-per-thousand. 



Represented by: 
Venard, Rintoul 
and McConnell 
Chicago - New York - San 
Francisco - Los Angeles 
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KARK pulls 18 "firsts 9 ' among 24 morning quarter hours — 
3 times as many as all other Little Rock stations combined! 
— as reported by the March 1954 PULSE Area Study 



Your sales pitch, no matter how persuading, can't convince 
anybody who doesn't hear it. So why blow your budget 
on bigger signals that reach more dead sets? The station 
that pulls the biggest bonafide audience in the Little Rock 
market, the station actually listened to most, is KARK. The 
proof of the pulling is in the rating. And PULSE rates KARK 



tops — morning, afternoon and evening — 66 quarter hour 
"firsts" out of 72. 

Why such popularity? For one thing, KARK is a habit— and 
a good one— with Little Rock listeners. Dials have been fixed 
on 920 since 1948. Furthermore KARK programming includes 
the best of NBC. 



It's program popularity and proved listenership like this, rather than power alone, that attracts customers 
for you * . , or to put it another way, it's not the reach— it's the PULL ! 



Advertise where people listen most, where the cost is low— on KARK! 
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920 KILOCYCLES 5000 WATTS 
LITTLE ROCJC ARKANSAS 



ARKANSAS' 
PREFERRED 
STATION 



SEE YOUR 
PETRY 
MAN TODAY 
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TvB progress 

The Telev ision Bureau oi \d\eitis- 
ing is making tracks fast. It has ah 
reach launched important research 
projects which the advertiser and 
agency will receive eager!) mice the) 
are of! the statistical griddle. 

As an example of things to come, 
the TvB has signed with A. C. .Nielsen 
for a stud) of television viewing in 
homes which own washing machines. 
The objective: to show win manufac- 
turers of sndsless detergents for wash- 
ing machines can t afford to stay out 
of t\. Newspapers today get the big- 
gest goh of sudsless business, a situa- 
tion TvB is determined to change. 

TvB has won wide support among 
broadcasters (.ta'est count at press- 
time: TO- pi us stations and first-year 
budget of over 3400,000 1. CBS is the 
first network to join. And John Blair 
& Co. recent I) became the first rep- 
lesentativc member. 

The John Blair decision to support 
TvB ha> considerable, significance in 
light of the initial desire of many reps 
for a promotion bureau geared ]00%< 
to sell spot. TvB has been organized 
to give each of the three branches of 
the medium spot, network and local 



its own sale- force. This has un- 
doubted)) reassined Blair that its mem- 
bership dues will provide direct sup- 
port for expansion of spot business. 
It's to be hoped other reps, other net- 
works, and film sv ndicators as well, 
will become members, sponsor, which 
advocated establishment of a tv pro- 
motion bureau as far back as February 
1053. feels that the advertiser as well 
as the industry will gain from solid 
growth of TvB. 

* * * 

Let's get basic 

The major printed media (news- 
papers, magazines, billboards and car- 
cards) have lived and prospered bv 
their circulation .statistics. Over the 
vears this has simplified existence for 
agencv media men. who could start 
with a basis of given circulation and 
go on from there. 

Not so with radio and television. 
Long ago the air media unwittingly 
made basic such complexities* as "seis- 
in-use" 1 and "share-of-audiencc." While 
the value of this research data is un- 
deniable as a stalling point in evalu- 
ating radio and television's place in 
advertising appropriations, it leaves 
much to be desired. 

In 1055 radio and television broad- 
casters will do well to concentrate on 
the task of making circulation basic. 

By circulation we mean the number 
of sets in workable order within the 
individual listening or viewer area, 
their disposition in the home and other 
factors that are roughly comparable to 
the circulation information on which 
the Chicago Tribune or the New \ ork 
Daily Xcio.s thrive. We'd also like to 
make basic such national radio intelli- 
gence as the average munber-of-hotin*- 
of-radio-listening in all radio homes, in 
t\ homes, in automobiles — broken 
down by sonic three or four periods 
during the day. 



If radio and television sources will 
agree to foster and stick by some sim- 
ple vet logical yardsticks (we suggest, 
in addition to the aforementioned, a 
• overage ma]) made by each station in 
conformity with standard specifica- 
tions!, we believe that media direc- 
tors, ad managers, account men and 
time buyers will express their grati- 
tude iii tangible fashion. 

The NABTB i* on the right track 
with its in-lhe-w orks tv set count. 11 lis 
count can't come too soon, for today 
there are no less than three conflicting 
trade paper tallies of an unofficial na- 
ture augmented by man) compiled by 
large advertising agencies from out- 
dated estimates. This chaos is tvpical 
in the history of radio and tv. hut can 
be remedied by an official industry 
count that advertisers and agencies will 
w eleome. 

* * * 

Toast to radio 

Lincoln-Mercury. Kenyon & Fck- 
hardt and Kd Sullivan performed a 
service to radio in presenting their 
"Cavalcade of Radio" on a recent 
Toast of the Town telecast. Thev not 
onlv dramatized the medium's history 
before a nationwide CBS TV audience; 
thev also served to remind advertisers 
and agencies of the dvnamic values in- 
herent in the aural medium which are 
too often overlooked todav. 

Fsscntiallv the Kd Sullivan show 
took a backward look at radio from 
the 1920"s through the nn\M930 , s. 
Now we'd like to see someone drama- 
tize radio as it is today. Radio is so 
natural a part of living, it tends to be 
taken for granted. But tangible bene- 
fits in building stronger listening hab- 
its, greater excitement values, can ac- 
crue for the industry if it merchan- 
dises itself to the public more consis- 
tently. W e sav take a cue from llollv- 
vvood which has learned to use tv pro- 
motion — and radio too — inereasinglv. 



Applause 



Keeper of the Code 

Lvcrv industry has its stalwarts 
those few unpaid industry-minded men 
who pave the v\a\ and do the rough 
( bores so all mav benefit. 

The radio and television broadcast- 
er-, more than most, have needed un- 
selfish service. The names of those 
who provide it are well-known and 
none with greater respect and affection 



than John L. Felzer, outgoing Chair- 
man of the Tv Code Review Board. 

A big, (juiet, self-effacing man, John 
Letzer makes himself heard only when 
there is a problem that calls for a 
prompt constructive action. Then he's 
heard from plenty. 

\t the recent meeting of the \ABTB 
Board the tv Directors gave hiin a 
handsomely-bound copy of the tv 



Code containing this inscription: 

"To John K. Fetzer who served as 
Chairman of the Telev i ion Code Re- 
view Board from 1052 to 1950 in rec- 
ognition of selfless service 1 to the na- 
tion's television broadcasters and to 
the audience thev serve. 

John Fetzer s acceptance was short 
and tvpical. "Let's call this an award 
not to a man. but to an ideal. 
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BROAD COVERAGE 



in the land where radio reigns 

Taking the measure of big Aggie is o 
man-sized jab. It's a big figure to 
work with. Far Big Aggie Land is 
a land of 190 counties in parts of 
5 states in the great Upper 
Missouri Valley — Minnesota, the 
Dokatas, Nebraska and lawa. 

WNAX-570 strides the length ond 
breadth of Big Aggie Land. Plays 
a for bigger rale in the lives of 
the 670,000 families in this area 
than any other medium. (To mast 
of these families TV simply 
means Taint-Visible.) 

Yes, this is the land where radio 
reigns . . , morning, naon and night. 
And WNAX-570, the Big Aggie 
Station, is radio in prosperous 
Big Aggie Land. 

Whatever media you buy in other 
lands, there is only one law-cast, 
high-return way to sell the 670,000 
families in the great Upper 
Missouri Valley. WNAX-570. 




BIG AGGIE LAND: 

Where 80^ of the homes 
hear WNAX-570 from 3 to 7 
times a week. 




WNAX-570 

Yankton, South Dakota 

A Cowles station. Under the some manage- 
ment as KVTV Channel 9, Sioux City, Iowa. 
Don D. Sullivan, Advertising Director. 



Ask yaur Kaiz man. 



CBS Radio 




Fir st in Houston ivith TV Experience... Over 500 Man-Years 



The Golden Gulf Coast Market lias been sold on KPRC-TV 

ever since it made Houston's first telecast in 1919. 

Today's excellence in market-wise programming, production, 

promotion, and engineering is the result of these years 

of experience. KPRC-TV remains first in the eyes of Gulf Coast 

viewers . . . mornings . . . afternoons . . . evenings . . . 

all the time, and over 500 man-years of experience is the 

priceless ingredient that makes it >o. 





Channel 2 Houston 

JACK HARRIS, 

Vice President and General Manager 

Nationally Represented by 
EDWARD PETRY & CO. 
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